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TV really sells the youngsters. That’s why over and over 
this spring, ‘‘P-F’’ blankets the top 147 TV markets 
(actually 97.5% of all TV homes in America!) telling 
youngsters about ‘“‘P-F”’ Flyers. 

Carrying the message is our own super-salesman ‘‘Swifty 
Flyer” . .. star of compelling TV commercials that 
really sell the kids! 

Be ready! Put up ‘‘Swifty Flyer’ displays. Push ‘‘P-F”’ 
Flyers for a profitable spring! Displays and ‘‘P-F”’ can- 
vas shoes are available from branch office nearest you. 


TRADE 


G=E> 
TV’s No. 1 Kids’ Show 


MIGKEY MOUSE 
CLUB SELL 








DE Flyers 


in 104 markets for 13 weeks starting March 10 


.PLUS SPOT TV IN 43 OTHER TOP MARKETS! 


your ''P-F’’ Salesman 


. ll be working 
for you all 
season! 





Black and White 
and KANGAROO 
all over! 





again Kangaroo 


makes news! 


Now Kangaroo is available in creamy white, ready 
to be teamed up smartly with black in active sports 
shoes like this Spalding golfer. 


Both men and women will like the extra lightness, LAIRD by SPALDING 


supple fit, soft comfort and extra wear toughness of adds Kangaroo to its other special 
features. Wing tip blucher oxford, 


sports shoes in genuine Australian Kangaroo tanned | with leather sole, supple foundation 
P T wood insert, removable studs, 
in the U . S. A. in black and white Kangaroo. 


kangaroo Znvcece 


William Amer Company Surpass Leather Company 
Ziegel, Eisman & Company 











4~thought for the man on the fitting stool: 





and 5 months to dry the fine wood used in making a last 


When you sell a pair of shoes, tell 
your customer she has just bought 


America’s biggest dollar’s worth today. 


President 


) NRT Yoh me} ee) mete) lay-V hg 


eM St. Louis... Makers of: 
smaecses COM PANeY. Air Step * Buster Brown * Glamour Debs by the makers of Buster Brown * Official Boy 
Scout Shoes * Official Girl Scout Shoes * Life Stride * Westports by Life Stride * Naturalizer 

Duality at your feel * Pedwin * Propr-Bilt * Risque * Robin Hood * Robinette * Roblee 
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DESTROYED BY LUBRICATION FAILURE 

Ruined parts (right) contrast sharply with replocement 
parts (left). This costly damage could have been eliminated 
by preventive maintenance. 


PREVENTIVE MAINTENANCE is maintenance to 
prevent trouble. It is a form of insurance that may 
save you many times the expense. The failure of a shoe 


machine is costly. Shoes pile up, repairs are expensive 
RY and make-up time runs into money. Breakage or faulty 
bk ac h E ri ge operation of a minor part can cause damage to more 
important parts with attendant high repair costs. 

Under United’s PREVENTIVE MAINTENANCE program, 
a qualified UNITED MAN inspects each machine you 
select. Wearing parts are carefully examined. 
Adjustments are corrected for best operation. 
Lubrication and hydraulic systems are thoroughly 
checked. Evidence of pending trouble is traced to its 
source. You receive a full report of the condition of 
the machine and any recommended repairs. 

The UNITED MAN averages fifteen years of experience 
in shoe machinery maintenance and repair. His 
knowledge, skill and continual training make him the 
best fitted for this job. 

He can spot trouble and eliminate it before it 
causes you trouble. 

Periodic PREVENTIVE MAINTENANCE is a wise 
investment. The UNITED MAN can check over your 
machines quickly and thoroughly. Ask him for details. 


SERVICE = 
a SHOE MACHINERY 
CORPORATION 


PARTS | 
Deemed 


BOSTON, MASSACHUSETTS 
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BLUE CHIP 
FOR 
1958 


WHITE is the fashion at resorts 
from Palm Springs to Florida’s 


Gold Coast and points south. 


WHITE shoes are safe invest- 
ments, with an excellent dividend 


record. 


You’re not speculating when you 
plan for a big white season. You're 


investing in blue chip stock when 


TUE: 
WEL BS 
WETS? 


- ordering 
me ” 


. 
L KE V Q R washable KID, CABRETTA, CLOVER CALF AND KIP 
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Mi. W. Locke always deals you a 


Sales Waning Hand / 


WITH THE DR. LOCKE LINE YOU’RE A REAL MONEY WINNER 
BECAUSE YOU HOLD ALL THESE ACES: 


es | 
ed See may IMPacy 
'N NATIONA) 


ADVER 
comfort, style and TISING 


Dr. | 
, hey OCke § 
That's why t ” : 
rofit! @Vertisey ; 
are perfect for P } Vogue, Pe 


COMFORT TH 
70 BE BEAUTIFUL 


s are aces in 


e 
Dr. Locke Sho quality. 


No. L-1810 Flax Calfskin 
No. L-2903 Flight Blue Calfskin 
No. L-2607 Black Patent Leather 


No. L-3622 Black Punched Pig 
No. L-3845 Flax Punched Pig 


Dr. Locke’s In-Stock Catalog shows the range of merchan- 


dise which we can ship for immediate sales and profits. 


For your In-Stock Catalog and full information about Dr. 


Locke Shoes, write today! 
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sek. 


C0-0P 
NEWSPAPER A 
ADVERTISING fe FULL PRoriT 


MONTH 
Dr. Locke’s cooperative AFTER MONTH 


newspaper advertising The Dr. Locke tin _— 
policy helps you do an high maintained sarap $ 
outstanding job of with the minimum of 
local market advertising. % Markdowns. Big repeat 
business enables yoy 


V to make full 
rofi 
a Profit month after Month. 











+ 
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No. L-2641 Black Patent Leather 
No. L-2951 Flight Blue Calfskin 


SORRENTO 


SHOES 


LOCKWEDGE SHOE CORPORATION OF AMERICA 
280 So. Front Street, Columbus 15, Ohio 
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Another famous name now has 
that Airfoot feeling! 


\ STRAW FIESTAS BY 


RISQUE 





Here are the new STRAW FIESTAS by Risqué 
Division of Brown Shoe Co., St. Louis, Mo. 


As delightful to wear as they are to admire, 
both these style-leaders are generously cush- 
ioned with Airroot—heel, arch and insole. 


That's a feature that SELLS every step of the 
way—because—from maker to retailer, to wearer 
—AIRFOOT has never let anyone down! 





OTHER AIRFOOT ADVANTAGES: 

LIGHTER-FOR-DENSITY—yet thinnest layer stands up! 
CONTROLLED AERATION—“breathes” without forming 
weak spots. 
oe SUPPORT — instant comeback for life of sine cadidital estates 
— WITHOUT ADDING BULK: STRAW $ 
PROVED QUALITY~—years in development, years in use. Superior “comeback” allows : FROLIC @/ 

thinner AIRFOOT insole a 
NOTE TO SHOE MANUFACTURERS: For samples and applications. Full comfort — 


application information, contact: without bulk. . 
Goodyear, Foam Products Division, Akron 16, Ohio. th 


O00 Weal 
~~ a 

, - 
ivan sh 


GOOoDJYEAR 


WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONING DESIGNED SPECIFICALLY FOR FOOTWEAR! 











‘Watch ‘‘Goodyear Theater’’ on TV—every other Moncay, 9:30 P.M,, E.S.T. Airfoot—T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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March or April issues of PARENTS’ MAGAZINE. 
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» PARENTS MAGAZINE! 


PARENTS’ MAGAZINE reaches the biggest concentrated 
children’s shoe market in America... 


1,773,000 FAMILIES WiTh 3,800,000 CHILDREN! 


Brands tieing in with the 
LEATHER INDUSTRIES OF AMERICA’S promotion 
in the March issue of PARENTS’ MAGAZINE. 


SIMPLEX 


ee 
WEE WALKER 


HlexieS gerBERICH — 


as ee AF 
Footwear tal slonike 


PARENTS’ SEAL... powerful sales builder for retailers; to 


/ millions of mothers, the symbol of quality and reliability! 


PARENTS’ MAGAZINE, 52 Vanderbilt Avenue, New York 17, N.Y. * Chicago * Boston « Atlanta * Los Angeles * San Francisco 
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nick paRKER 


creates a group 


of daytime tailleurs 
in the tradition of 


the custom bootmaker. 


As light as they look...in 
husBschman’s calf 
#345 Rose Red 
... available also in #3308 Créme, 
#507 Flight Blue and #3390 Benedictine... 
by M. Wolf’s Sons, Inc. Brooklyn 2 


E. Hubschman & Sons, Inc., Philadelphia 23 
Fashion Office: Empire State Building, New York 1° 


Boot and Shoe Recorder 





Theyre Saying... 














—*Fashion is the reflection of the lives we lead and 


| 
| 
| 
| 
} 
| 
} 
| 
| 
} 
| 
| 
| 


the way we live them, expressed every day. Fash- 
ion is like a mirror that reflects the feeling, pace, 


aka 1 Lassics. a 
the activities and most of all, the needs of our AC nee he RON oi! 


daily lives. Therefore, the business of fashion is 
the business of making goods best suited to our 
times and our lives.” 





—“It’s a fundamental truth that the dissatisfied cus- 


. 
tomer never remembers the price paid for an As seen in 


item but will always remember the place where MARCH-APRIL issues of 


she bought it. 

—“If you want to get business, you must promote! s M A D E M O | S E L L E 
Promotions are of two types: Emphasis on fash- e S t V E N T E f N 
ion rightness and newness of merchandise.” 


no ¢ SCREEN STORIES | 
—‘In some things a second look may be more im- e MODERN SCREEN 


portant than a new look.” 
—Definition of Prosperity: Spending money you ge _ M: 

don't have for things you don’t need.” | % m\ 
—Stock market reactions fall into three categories: | the / 


healthy, unhealthy, fatal.” 





ia | For tie-in mat ads... big, 
— “The trouble with business in 1957 was too much beautiful full-color blow-ups of 
brainstorming and not enough barnstorming.” this ad .. . and for information 
about these and other 
JILLS styles write: 


S85 - tee. 


Publisher BRISTOL SHOE CORP. « MONETT, MO. 
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, @ EBONY CALF 
PTohaame lich. mmiols 
shoes on the go 





elegance for high-fashion shoes 


Can anything be blacker than Ebony — or better for new fashion trends? 


Dark as night, and as interesting, Ebony Calf complements new apparel styles — 
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: . LEATHERS 
brings compliments to wearers. Sell it to men of all ages — and watch your . % ¢ 


STANDARDS OF EXCELLENCE 


shoe sales rise. / A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 


eeeeeeeeseeee 
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Officials predict unemployment will decrease this month. 
Here are some of the reasons they think the worst is over. 


Store doing two million dollars annual volume 
now eligible for Small Business Administration 
loan. 


Footwear classified by government as essen- 
tial survival item for civilian population in 
ease of nuclear attack. 


Baker Reporting from WASHINGTON 





Administration officials are predicting that U. S. unemployment will begin 
to decrease this month. Here are some of the factors already at work which 
will produce new jobs in the months immediately ahead: 

Defense spending is running about 75 per cent ahead of outlays in last 
half 1957. 

Lower interest rates are sparking a construction drive—residential housing. 
new plants, schools, and hospitals. 

Federal funds for new roads will rise by $600 million, starting in July. 

Federal money for urban renewal and redevelopment is set for a $25 
million rise at the same time. 

Export-Import Bank loans (to foreign enterprises) are to rise by $400 
million this year. 

All of these factors point to an early resumption of production activity 
and to rising employment. Actually, the pick-up is coming sooner than some 
of the experts would have you believe. Stimulating influences now at work 
are going to start boosting production and sales within the next 60 to 90 days. 


The Smali Business Administration has revised its definition of a small 
retail store to cover outlets with up to $2 million in annual volume. 

Previous SBA regulations limited the agency’s loan programs and _ other 
aids to stores with up to $1 million in annual volume. 

The change was requested by the National Retail Merchants Association 
(formerly the National Retail Dry Goods Association). 

The NRMA contended in its appeal to SBA Administrator Wendell B. 
Barnes that the $2 million definition of a small retail store is “quite realistic” 
and based on exhaustive studies. 

The new maximum will, according to the Association, be of “measurable 
benefit” to many merchants. 


The government has included shoes and other footwear in a long list of 
items needed to support the civilian population of the United States following 
a nuclear attack. 

The list of “survival items” was prepared by an interagency government 
committee. It is now being studied by the Office of Defense Mobilization to 
determine which items should be stockpiled for emergency use. 

In the case of footwear, the government takes the position that the indus- 
try’s capacity to produce is so large as to make any stockpiling unnecessary 
at this time. It is pointed out that the industry has the capacity to turn out 
around one billion pairs a year, and the operating rate in recent years has 
been less than half of this potential. And footwear manufacturing firms are 
widely scattered geographically, the government experts note. Thus, it is con- 
sidered highly unlikely that an enemy attack could destroy any substantial 
portion of the industry. To destroy the entire U. S. shoe industry would be 

(OVER) 
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Report from 


e “Bloody, cutthroat competition” is reaction 


dual pricing by manufacturers. 


e Supreme Court ruling makes it tougher for 


WASHINGTON feouc ae 











an almost impossible job, since the many manufacturers are scattered in so 
many sections of the nation. 

The Business and Defense Services Administration, meanwhile, is studying 
the production capacities of hundreds of other industries, including those 
manufacturing pharmaceuticals, blood-collecting and dispensing supplies, bio- 
logicals, surgical textiles, surgical instruments and supplies, foods, apparel, 
items of personal hygiene, household supplies, light, power, fuels, heavy 
equipment, light equipment and tools, protective items, coagulation aids, dis- 
infection chemicals, miscellaneous chemicals, storage and transport equip- 
ment, laboratory equipment and supplies, insect and rodent control, control 
products, lumber, and builders’ hardware. 

ODM points out that many of the items listed may not be required in the 
first few days following an enemy attack, but may be necessary to withstand 
severe hardship during the first few months and to maintain the productivity 
and health of the population. 


A bloc of congressmen is attempting to pass legislation tightening up 
present laws permitting competitive dual pricing by manufacturers. 

The congressional drive comes in the wake of a recent U. S. Supreme 
Court decision, reaffirming an earlier ruling, which makes it clear that a 
company may cut its prices to only a few stores in an area if it is done to 
meet competition. 

Under this practice, if one manufacturer attempts to invade a market area 
by offering low prices, an established firm can attempt to hold its customers 
by reducing its prices to the same level to only the few stores which had been 
approached by the invading firm. 

Manufacturers generally have hailed the Court’s ruling, contending that 
freedom to meet a price is nothing more than strong competition. 

Retail reaction has been mixed, with some, particularly those operating 
under franchise arrangements, saying it will permit manufacturers to help 
them compete. But many independent retailers claim it is a license for 
“bloody, cutthroat competition.” 

This latter group, especially retail drug outlets, is supporting congres- 
sional efforts to pass legislation prohibiting in most cases selective price cuts 


by manufacturers. 


Private parties cannot sue for triple damages against pricing practices of 
their competitors designed to destroy competition, the U. S. Supreme Court 
has ruled. 

The high court holds that the Robinson-Patman price discrimination act 
is not a part of the nation’s antitrust laws. Therefore while the government 
can prosecute criminal cases under its provisions, it cannot be used as the 
basis for damage suits by businessmen. 

The court notes, however, that businessmen can still file for triple damages 
under other sections of the Clayton Act when general or geographic price 
discriminations are at issue. 

Effect of the ruling, according to Justice Department antitrust officials, 
will be to make it tougher for businessmen to seek damages on the grounds 
of unlawful price-cutting by competitors. It may also touch off a drive to 
[CONTINUED ON PAGE 66] 
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of some independent retailers to competitive 
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Parents’ 


GOOD % AWERICAN On the high-rated Perry Como 
HOUSEKEEPING WEEKLY MODERN Show, in full and half-page 
ROMANCES 





magazine and Sunday Supplement 

ads, Esquire is explaining to 
ee women everywhere the 
For Maximum Sales and Profits | J). § important differences between 
BOTH OF THESE LIQUID POLISHES Esquire Polishes Sponsors =7 its 2 great liquid polishes 
SHOULD BE IN YOUR STORE! THE PERRY COMO SHOW * NBC-TV and pointing out why both 


MEDC should be in every home 
Products of Knomark Manufacturing Co., Inc., Brooklyn 11, N. Y. where there are children. 


























Parents Magazine for MARCH tells its readers— 


HERE'S THE “BRAND” THAT'S RIDING HIGH! 
























MART MOTHERS, like smart cowboys. 

know their “brands”! Give your 
children’s feet the PROTECTION and 
COMFORT they deserve. There’s nothing 
better than LEATHER to protect active, 
growing feet... and no better sole than 
genuine leather “SUPERSOLE” for 
maximum protection plus extra long 
wear. Ask for VOTAN “SUPERSOLE” by 
name when you buy your favorite 
children’s shoe. It’s the mark of 
QUALITY and VALUE! 


Remember: 


THERE’S NO SUBSTITUTE 
FOR LEATHER—and THERE'S 
)* ONLY ONE GENUINE 

LEATHER “SUPERSOLE” ! 









Look on the sole! If it doesn’t 
| carry the Votan trademark, it 
_ isn’t genuine leather ’ ‘SUPERSOLE” ! 
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TAYLOR 
OF MAINE 
TAKES AIM 


at the men you 
want as 
customers 


This Taylor advertisement, 
appearing in the March 22 
issue of THE NEW YORKER, is 
one of a continuing series 
scheduled in this magazine . 
= — mata a For a rejuvenated look and outlook, 
like this attract and sell your 7 Pag Taylor-Mad d 
a slip into Taylor-Mades an 
wens best customers. We " swagger a little. Nothing flamboyant 
invite you to write, wire or ' — just impeccable taste in 
phone collect today for _ i leather and line plus an 
complete information. _ ‘ae irrepressible spark of youth, 
mM: Exactingly detailed by 
shoemakers who excel at 
their job. Most Taylor-Mades 
about $16 to $22. 


E. E. TAYLOR CORP., FREEPORT, MAINE 


at your local Taylor merchant or write E. E. TAYLOR CORP., Dept. MN, Freeport, Maine 











Fashion’s gone soft on 
Karak Crepe — Avon’s ex- 
citing ribbed crepe soling 
that gives your shoe a new 
berth in fashion .. . that 


makes a bright new talking 


point, a mighty new selling 


point for successful pro- 
motion. Wonderfully flex- 
ible, blissfully light, water- 
proof and remarkably 
durable in fashion-right 
colors, Karak Crepe is the 
sole that makes a shoe a 
fashion — and Avon origi- 


nated it! 
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AVON SOLE COMPANY 
Avon, Massachusetts 
Manufacturer of HIGHEST Ol {LITY SOLES for 17 years. 














sells shoes X% ¢\ 


When customers unconsciously reach out just to touch the smooth, lustrous surface of your shoes, the salo 
is well underway. Nothing stimulates the desire to buy like the rich look of DURALENE finished shoes. 

Whether you want the deep, “‘see-into” aniline look — or full coverage, whether you want a mellow sheen — 
or high lustre, for all types of shoes for men, women, or children... DURALENE does it best. 

AND the shoes you finish with DURALENE stay that way, because DURALENE holds up, is highly 
resistant to water, and extremely durable. 


Add the richness and beauty of DURALENE to your sales force today. DURALENE® 


A product of B B Chemical Co. 


DISTRIBUTED BY Sw Bae & ES a SHOE MACHINERY CORPORATION, BOSTON, MASS. 
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World Shoe Production Still Expanding 





U. S. Government Figures Place Sharpest Rise in Period 1949 to 
1954; Per Capita North American Production Was 2.87 Pairs in 1957 


WASHINGTON, D. C.—New gov- 
ernment figures show that world pro- 
duction of leather footwear con- 
tinued its long-term rise again from 
1955 to 1957, although the rate of 
increase slowed somewhat. 

The new statistics were prepared 
by the Leather, Shoes and Allied 
Products division, Business and De- 
fense Services Administration, U. S. 
Department of Commerce. They 
show that total world production of 
leather footwear in 1957 was 1,683,- 
993,000 pairs, as compared with 1,- 
492,469,000 pairs in the previous 
world estimates, prepared for 1955. 

From 1955 to 1957, per capita 
production of leather footwear rose 
from .68 of a pair per person to .7 
of a pair per person. 

In recent years, the sharpest rise 
occurred from 1949 to 1954, when 
per capita production of leather foot- 
wear rose from .5 of a pair per per- 
son to .6 per person. 

In North America, per capita pro- 
duction of leather footwear con- 
tinued its slow but steady rise dur- 
ing the two-year period 1955-1957. 
Per capita production was 2.84 pairs 
in 1955 and 2.87 pairs in 1957, the 
new government figures show. 

The following tables show at a 
glance where and how footwear out- 
put is increasing. 

(All figures prepared by the 
Leather, Shoes and Allied Products 
Division, Business and Defense Ser- 
vices Administration, U. S. Depart- 
ment of Commerce) : 





Court Test on Baltimore 


Ad Tax Set for This Month 


BALTIMORE — Sometimes early 
in March, or perhaps just a little bit 
later, shoe men here are going to find 
out whether or not they have to keep 
on paying a 4 percent premium for 
the privilege of advertising in news- 
papers, on radio, and on TV. 

A court showdown is scheduled for 
March 1 or shortly thereafter on an 
ordinance passed by city council 
which requires all advertisers to pay 
a four per cent tax on their billings 
and the media—newspaper, radio or 
TV—another two per cent for accept- 
ing the account. 

The tax went into effect January 1. 

It is being challenged in a consoli- 
dated suit entered by no less than 16 
retailers. Among them are the lead- 
ing department stores and independ- 
ent shoe retailers. They include such 
firms as N. Hess Sons, Lane Bryant, 
Inc., Hutzler Brothers Company, May 
Company Department Stores, Hochs- 
child, Kohn Company, and Sears 
Roebuck and Company. 

The new levy actually imposes a 
six per cent charge—four per cent 
on the advertiser and two per cent 
on the newspaper or other medium 
that accepts the advertising. Since 
added costs of doing business are 
normally passed on, shoe merchants 
and other retailers naturally envision 
an eventual full six per cent bite 
unless the law is invalidated. 





Goodyear Reports Highest 
All-Time Sales, Earnings 


AKRON—The Goodyear Tire & 
Rubber Company, which this year 
observes its 60th anniversary, re- 
ported the highest sales and earn- 
ings in its history for the year 1957. 

Goodyear’s sales last year in- 
creased 4.6 per cent to a new high 
of $1,421,850,335 compared with 
$1,358,763,538 reported for 1956. 

Net income amounted to $64,825,- 
516 or $6.12 per share on the 10,590,- 
116 shares of common stock out- 
standing at the end of 1957. This 
represents a gain of 3.7 per cent 
over 1956 earnings of $62,456,130, 
or $5.90 a share. 

In announcing results of the 
year’s operations, E. J. Thomas, 
president, and P. W. Litchfield, 
chairman of the board, said that in 
1958 they expect a good market for 
the company’s products, although 
a very competitive one. Particu- 
larly promising, they added, ap- 
pear to be the domestic renewal 
tire market and foreign operations. 

The Goodyear executives also 
look for continued growth in many 
of the company’s non-tire lines, 
such as shoe products. On the 
other hand, they indicated that de- 
liveries of rubber goods for origi- 
nal equipment purposes will be les- 
sened if the present substantially 
lower automotive production esti- 
mates hold throughout the year. 

Working capital at the year-end 
amounted to $449,191,019 compared 
with $451,333,260 at the close of 
1956. Income taxes last year to- 
tuled $67,727,000, equivalent to 
$6.39 a share, compared with $66.- 
299,000, or $6.26 per share in 1956. 





ESTIMATED WORLD PRODUCTION OF LEATHER FOOTWEAR 
Total Production (thousands of pairs) 





Production | ——_______ —_—_—— 
Area 1930 1940 1949 1954 1955 1957 
North America 333,839 444,383 © 521,759 603,815 666,678 688,790 
South America 40,414 ~=—-51,892 88,797 «75,742 109,774 137,435 
Europe 457,011 455,131 471,209 + + 502,368 546,723 492,257 
U.S.S.R(0) 9 — re a - on 179, 660 
Asia and Oceania 51,652 63,088 101,924 98,171 130,984 144,426 
Africa 13,260 18,136 25,228 ~=—-37,814 = 38,310 = 41,425 
TOTAL 896,176 1,032,630 1,208,917 1,317,910 1,492,469 1,683,993 


(1) Included with Europe for prior years. 
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Per Capita Production (pairs) 


1949 1954 
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Cement Process Ahead for Men’s Shoes 





Growing Acceptance of Cement Process Manufacturing Created Big 


CINCINNATI — The first impor- 
tant change in men’s shoe construc- 
tion in half a century, establish- 
ment of cement process, was the 
most significant feature of the Fac- 
tory Management Conference held 
here last month. 

According to many of the 3,200 
production executives who poured 
into this midland city for the 1958 
manufacturing event, the bulk of 
their shoes will be made with the 
cement process within five years. 
Women’s shoes have been manufac- 
tured by cement process for many 
years. 

The primary reason for the 
growth of the cement process is 
current style trend; the Ivy League 
suit with its narrow trouser leg, 
the Italian influence which placed 
a premium on light, soft, flexible 
types of footwear, the shoe men 
said. 

The nearly 250 firms represent- 
ing leading producers were each 
represented by five to 30 executives. 
The vulcanized process also re- 
ceived their attention; it is ex- 
pected to make rapid strides in 
men’s utility footwear, as well as 
in the children’s field. 

Later, vulcanizing may become 
strong in other types of shoes. Be- 
cause of the reduction in the num- 
ber of operators and components 
required to make vulcanized foot- 
wear, costs and prices are reduced 
appreciably. Three years ago one 
vulcanizing machine was on exhibit 
at the Conference. This year there 
were a dozen. A score of manufac- 
turers already have installed vul- 
canizing equipment and many more 
reported they were giving it con- 
sideration. 

Visitors came from Switzerland, 
Germany, France, England, Canada, 
South America, Australia, Sweden 
and other countries. Nathan Stix, 
chairman of the 1958 Conference, 
was re-elected to the same office 
for next year. The 1959 Conference 
dates have been advanced from 
January 31 to February 3. 

However, starting in 1960, for 
five years, the Conference will be 
held in mid-May instead of Febru- 
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News Among Men’s Shoe Execs at the Factory Management Conference 





ary. Cincinnati will continue to be 
the conference city as long as fa- 
cilities can accommodate the rap- 
idly growing meeting. 

The four day program included a 
wide range of practical demonstra- 
tions and sessions covering technical 
training, supervisory and manage- 
ment, personnel, the use of me- 
chanics of transport and conveyor 
systems; use of standardization in 
shoe making; time-motion studies; 
analysis of foreign machines and 
discussion of and demonstrations 
of new machines; analysis of new 
type of shoe constructions; and the 
possibility of utilizing automation 
methods in our factories. 





Posner Announces Campaign 


NEW YORK—The Dr. Posner 
Co., manufacturers of children’s 
shoes, announced today its biggest 
spring advertising program, built 
around the theme, “Fit Comes First 
in Children’s Shoes.” A saturation 
TV campaign has been set up from 
March 19 to April 4, with local 
store addresses being included in 


A. C. Lawrence Names Foote 
Nashville Branch Manager 




















DOUGLASS G. FOOTE 


PEABODY, MASS.—Douglass G. 
Foote has been appointed branch 
manager of the Nashville office of 
A. C. Lawrence Leather Company, it 
was announced by the leather firm. 
He will be assisted by Lawrence §. 
Maguire. 

Mr. Foote was assigned to the com- 
pany’s St. Louis office from 1952 to 
1954, and then moved to Nashville 
to establish a new sales office for the 
company. 

Mr. Foote and Mr. Maguire will 
call on accounts in the Columbus, O., 
area formerly visited by Charles F. 
Smith, who recently retired. They 


each of the more than 100 spots will also call on the Nashville and 
being used. Florida territory. 





Shoe Production Down in New England, But Is Up in U.S. 


NEW YORK—Shoe production in New England in 1957 amounted to 
194,513,000 pairs, a decline of 3.6 per cent from the previous year, accord- 
ing to the New England Shoe and Leather Association. NESLA arrived 
at these figures through an analysis of preliminary data furnished by the 
U. S. Bureau of the Census. 

The New England product was equal to 32.8 per cent of the total U. S. 
production. 

In terms of dollar value, New England shoe shipments totaled $686,- 
789,000 equivalent to 32.1 per cent of the value of all shoes shipped 
throughout the country. 

Massachusetts led the nation with a total production of 95,914,000 pairs, 
a decrease of 6.3 per cent from a year ago. Maine retained fifth place in 
production with a volume of 49,274,000 pairs, an increase of 0.1 per cent 
over a year ago. New Hampshire followed in sixth place with a production 
of 39,147,000 pairs, a decrease of 5 per cent. 

Total shoe production in the United States during 1957 amounted to 
593,611,000 pairs, representing an increase of 5,132,000 pairs over 1956 
output. A breakdown of the 1957 production shows that men’s shoes 
totaled 104,411,000 pairs, a decrease of 2.2 per cent, while women’s shoes 
increased 1.5 per cent to 275,500,000 pairs. 

During 1957, the shoe industry shipped 593,394,000 pairs with a net 
factory value of $2,139,458,000. This represents an average factory price 
of $3.61 per pair which compares with $3.60 in 1956, or a gain of 0.3 per 
cent. 
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Business Confidence At 2 Year Low, Pollsters Find 


NEW YORK — More pessimism 
was found by Dun & Bradstreet, 
Inc., in its latest compilation of 
businessmen’s opinions than in 
other quarterly questionnaires of 
the past two years. But the majority 
expected business in their own com- 
panies in the second quarter of 1958 
to equal or exceed that of the like 
period last year. 

Lagging industrial production, 
cuts in capital spending, and high- 
er unemployment during recent 
months have contributed to lower- 
ing the spirits of many business- 
men. A year ago only 5 per cent ex- 
pected that their sales would be 
down in the second quarter of 1957; 
now almost 25 per cent anticipate a 
second quarter decline. This was 
especially true among manufactur- 
ers of durable goods, where about 
70 per cent expect the same or 
higher second quarter sales com- 
pared with 95 per cent a year ago. 

About one-half foresaw no change 
in profits. This compares favorably 
with the opinions expressed by busi- 
nessmen as to the second half of 
1949, a period that followed several 
months of lagging business activity. 
At that time over half anticipated 
profit reductions. However, expecta- 
tions for another postwar period of 
decreased activity, the second quar- 
ter of 1954, showed that only about 


20 per cent of the executives fore- 
saw lower profits. 

The most apprehension concern- 
ing net profits in the second quarter 
of 1958 was found among durable 
goods manufacturers where those 
anticipating declines slightly ex- 
ceeded those looking forward to 
increases. 

The majority expected no change 
in their selling prices, and those 
anticipating increases in the second 
quarter of 1958 were far less nu- 
merous than those of the same opin- 
ion in a similar survey a year ago. 

Manufacturers of durable goods 
were a little less cheery about pros- 
pects for new orders. They more 
frequently anticipated a drop-off 
than did the manufacturers of non- 
durable goods. 

Although a smaller work force 
was foreseen in the second quarter 
of this year than a year ago by 21 
per cent of the makers of durable 
goods, a large majority expected no 
change in their employment. 

A further decline in inventories 
seems likely, with those business- 
men considering reductions some- 
what outnumbering those expecting 
increases. Manufacturers of dura- 
ble goods and retailers were most 
often of the opinion that they would 
cut their inventories below the lev- 
els of the second quarter of 1957. 





International Shoe Opens Phila. Office 


Dealers shown visiting the new Philadelphia district office of International Shoe 
Company's Northeastern division, during its recent Open House recently, are left 
to right, Tom Roman, men's salesman, Philadelphia district; Herbert Maimon, Phila- 
delphia district manager; Bill Berilla, Berilla Shoe Store of Towanda, Pa.; Milton 
Kay, of the Blum Store, and Emanuel Wachstein, of Geutings, Philadelphia. 
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Applications Out, Style ’ 
Meetings Held, for PPSSA 


Official application blanks for the 
twentieth Popular Price Shoe Show 
of America, May 4-8, have been 
mailed, ‘it was made known by Max- 
well Field and Edward Atkins of 
the Show management. The PPSSA 
will be located at three official sites 
—Hotels New Yorker, Sheraton-Mc- 
Alpin and The New York Trade 
Show Building. 

During the week of February 
24th, all PPSSA shoe style commit- 
tees met at the Waldorf-Astoria to 
receive reports on fall fashion 
trends and to evaluate style influ- 
ences in their respective categories. 
In addition, a combined meeting of 
all women’s and children’s style 
committees was held on Monday 
morning, February 24th at the Am- 
bassador Hotel. Members of the 
New England Shoe and Leather As- 
sociation and the National Associa- 
tion of Shoe Chain Stores attended. 
The meetings were under the direc- 
tion of Doris Weston and Helen 
Joseph, fashion staff for PPSSA. 


National Travelers Plan 
Mid-Year Meeting in L. A. 


LOS ANGELES—The West Coast 
Shoe Travelers’ Association will 
play host to the National body when, 
for the first time, the officers and 
directors of that Association hold a 
meeting away from the Chicago 
headquarters. 

In honor of Dick Graffis, ex-presi- 
dent of the WCSTA and now pres- 
ident of the National Association, 
the organization accepted the invi- 
tation to hold its mid-year conclave 
in Los Angeles. Graffis’ selection 
also marks the first time in 10 
years that a Westerner has headed 
the National Association. 

Edmund J. Trench, past-prexy of 
the National STA and current Ex- 
ecutive Director, will install the 
new officers and directors of the 
WCSTA. The next two days will see 
a closed conclave of officers and 
delegates to the NSTA at which 
matters pertaining to the welfare 
of shoe manufacturers’ representa- 
tives will be discussed. 

Social highlight of the conven- 
tion will be an evening at the Mou- 
lin Rouge, Hollywood night club 
that features a Broadway style 
revue. 








PHILADELPHIA — While shoe- 
making technology has made great 
strides over the past half century, 
retail shoe fitting techniques remain 
relatively primitive and undeveloped, 
according to William A. Rossi, Field 
Editor of the BOOT AND SHOE RE- 
CORDER. Featured speaker at the 
luncheon of the “Prescription Shoe 
Fitting Workshop” at Temple Uni- 
versity, Philadelphia, February 24, 
Rossi told the large group of at- 
tending shoe retailers that a profes- 
sional status for the shoe fitter “will 
never be attained until our approach 
to shoe fitting utilizes scientific 
methods in contrast to the trial-and- 
error procedures dominant today.” 

Rossi said that the size stick in- 
vented more than a century ago is 
still prevalent as a fitting device. Im- 
proved fitting devices have been help- 
ful, “but proper fitting of shoes con- 
sists of a lot more than determining 
the length and width of the foot. 
Even after the size is determined, 
there’s still no assurance that the 
same size and width in the shoe will 
fit. So fitting reverts back to the 
ancient trial-and-error procedure.” 

We know little of a scientific na- 
ture about the rate of foot growth 
in children; about foot types and 
relation to lasts; about foot shapes. 
While we measure heel-to-ball, we’ve 
no assurance that the shoe in that 
given size will conform to the heel- 


More Science in Shoe Fitting Urged by Rossi 


to-ball measurement. We have no 
knowledge of why some people have 
naturally high, medium or low- 
arched feet—and who these people 
are. We take no measurements of 
heel, or arch or shank, or foot thick- 
ness at the ball, or the ball angula- 
tion, or toe patterns. 

“These and other factors are im- 
portant in determining whether the 
shoe truly fits correctly. Yet these 
data are sorely missing from the 
fund necessary to fit shoes scientifi- 
cally—that is, to give justifiable pro- 
fessional status to the important job 
of fitting shoes. Most shoe fitting 
today operates almost wholly by the 
‘touch’ system. And, in the final 
analysis, the real determinant as to 
whether the shoe fits or not is the 
customer, when she replies to the 
salesman’s standard question, ‘How 
does the shoe feel on your foot’? 
This is wrong, for it makes the cus- 
tomer more of an ‘expert’ than the 
salesman or fitter.” 

Because of much lack of knowl- 
edge of “performance values” in 
shoes, said Rossi, the vital area of 
“educational selling” is still un- 
tapped, though it is rich in selling 
potential. When we use more edu- 
cational selling “the consumer will 
place less emphasis on price because 
shoe performance values come into 
focus and give a fresh and more 
appreciative appraisal of shoes.” 





Chain, Mail Order Sales 
Up Tenth Consecutive Month 


SALES of the nation’s major 
chain and mail order companies were 
5.9 per cent higher in January than 
they were in the like 1957 month, 
according to a survey completed 
yesterday by The New York Times. 
It was the tenth consecutive month 
to show an increase. 

The 5.9 per cent rise for forty- 
four chain and mail order concerns 
last month compared with a 2.6 per 
cent gain in December and a 9.7 per 
cent increase in January, 1957. 

The comparative figures follow: 
Edison Bros. ... $5,745,539 + 7.7 
Melville Shoe .. 7,179,354 — 1.4 


A. S. Beck .... 38,460,318 + 1.8 
Shop Corp of 
America ..... 5,769,636 + 9.3 


Kinney Shoe ... 8,233,000 +33.9 


Total 5 Cos. .. $25,387,847 + 7.1 
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Dunn and McCarthy Appoint 
Lebenheim to Mid-Atlantic 





MAURICE H. LEBENHEIM 


Dunn and McCarthy, Inc., makers of 
Enna Jettick shoes, announced the ap- 
pointment of Maurice H. Lebenheim to 
cover a part of the New Jersey, Dela- 
ware and eastern Pennsylvania territory. 











Eagle Scout President 
For a Day at Brown Shoe 


ST. LOUIS — The presidency of 
Brown Shoe Company changed hands 
recently when Eagle Scout, Bill Van 
Cleave became President pro-tem. 
The new president held his office for 
one day under the Boy Scout Citi- 
zenship Day program. 

Eagle Scout Van Cleave reported 
at the Company’s general offices and 
was welcomed by Mr. W. L. H. Grif- 
fin, Secretary of the Company. He 
then met Mr. Clark R. Gamble, Pres- 
ident of the Company, and spent the 
early part of the morning reviewing 
the mail and dictating correspon- 
dence. 

Mr. Gamble and other executives 
reviewed with Scout Van Cleave 
Brown Shoe Company’s methods of 
operation and some of its plans. 





Henry W. Boyd, General 
Shoe President, Dies 


NASHVILLE — Henry W. Boyd. 
Jr., President of the General Shoe 
Corporation and a nationally known 
business leader died February 22 
in Mayo Brothers Hospital in 
Rochester, Minn., after a short ill- 
ness. Funeral services were con- 
ducted in Nashville the following 
Tuesday. 

Less than a month ago, he had 
complained of a severe headache 
while at his desk at the General Shoe 
Building and upon the advice of his 
physician had gone to Vanderbilt 
Hospital for an examination. Subse- 
quently he had been permitted to go 
to his office for only a few hours a 
day. There he attended the monthly 
meeting of the Board of Directors of 
the First American National Bank 
of which he had been a member for 
10 years. 

Mrs. Boyd had accompanied her 
husband to the Mayo Hospital at 
Rochester and was with him at his 
death. 

Mr. Boyd is survived by Mrs. 
Boyd, the former Caroline Jones of 
Nashville, and three children, Henry 
W. Boyd, III, a student at Mississippi 
State College; Phillip Boyd, a stu- 
dent at Duke University, and a 
daughter, Caroline, a student at Har- 
peth Hall School in Nashville. He is 
survived also by a sister, Mrs. Gor- 
don Beaham of Kansas City, Mo. Mr. 
Boyd was born in Highland Park 
near Chicago on June 17, 1908. 
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“BOYS” 
SIX to SIXTY 


will go for EXCITING NEW 


THE Y- OC 


FIRST 3-EYELET ‘TIE’ EVER OFFERED BY SEBAGO 


To help you TIE-IN profitably with the increased demand for light, flexible footwear, 


















SEBAGO-MOC introduces 4 NEW ‘‘Ty-Mocs”’ . . . styled to sell every leisure-loving male. 
A handsome, fleet-footed husky . . . crafted in the superb Sebago tradition . . . the Ty-Moc 
offers the following FIT, WEAR and STYLING features . . . features that have made 


SEBAGO-MOC America's fastest-growing line of moccasins: 
















Mellow-rich leathers 
Perfection detailing 
Arch-supporting steel shank 
Kemblo foam cushion fillers 


Crepe Soles 


C<eeee 


Modest price 


4 NEW 


IN-STOCK STYLES 
© FOR MENY FOR BOYS 


t~1993 — Brown 
41973 — Black 
Crepe sole — width A,6 2 to 13 
B,C, D— 6to 13 

E— é6to 12 

$6.00 


Terms: Prices less 5% — 30 days 


Be first to profit with this new 
SEBAGO value . . . Order TODAY! 


SEBAGO-MOC COMPANY 


WESTBROOK, MAINE eo 


Made icin uains hy 





#1893 — Brown 
21873 — Black 
Crepe sole — widths B, C, D, sizes 3 to 6 Made in Canada by Canada West Shoe Manufacturing Company 


$5.35 


New York Office: 534 Marbridge Bldg 







Winnipeg, Manitoba 





BREZNER has the SMOOTHEST touch in leathers. 
Versatile, superbly tanned, BREZNER'S 


fashion-right ‘‘smooths"’ reflect, in looks and feel, 


% 
ie 
‘ 
, 


ray 


the lasting wear that captivates Romeo himself. The 


@ gat 


suppleness and break, the way it 
cuts so easily and economically, how it molds the shoe— 
there's a DIFFERENCE in 
smooth leathers. And in colors — daring or subdued — 
BREZNER’'S match faultlessly, blend perfectly with 
every new trend in fashion. 


Send for swatches... TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 








A. IVY LEAGUE SADDLE OXFORD 
Women's 4-9 
White and Black, White and Gray 





B. OVERLAY PLUG LOAFER 

Ladies’ 4-9 

Brown with Brown Plug, Black with Black Plug 
Red with Red Plug, Amber with Amber Plug 





C. MOCCASIN PENNY LOAFER 
(Hard Counter) 

LADIES’ 4-9 MISSES’ 122-3 

Brown, Black Brown, Black, Red 

Red Brown, Air Crepe Sole 
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Belcamp, Md. 





COMFO 


*¢ 


T...your 2 major selling points... 


combined in 1 shoe! 


Any of a score of America’s most 
style-wise shoe manufacturers could 
have made the handsome wingtip 
you see above. But this one is dif- 
ferent: it was made over that famous 
Guide-Step last. 


This shoe is a Johnsonian Guide- 
Step, and like every other shoe in 
this complete line, it combines flaw- 
less styling and wonderfully com- 


fortable fit. The secret is in Guide- 
Step lasts, developed during 30 years 
of research involving hundreds of 
thousands of foot measurements on 
feet in action. These lasts mean 
comfort. 


Think what this means to you in 
terms of increased business: John- 
sonian Guide-Step style brings men 
into your store, Johnsonian Guide- 


Step comfort brings them back! 


Like to learn more about these fast- 
moving, nationally advertised shoes? 
Drop us a line for further informa- 
tion, or a visit from one of our repre- 
sentatives if you wish. Remember: 
style and comfort, in one line of shoes! 


Priced to retail profitably at 9,95 to °12.95 


Nationally advertised in LIFE, SATURDAY EVENING POST, LOOK, 


ARGOSY, AMERICAN LEGION, and FARM JOURNAL 


A PRODUCT OF MENDICOTT JOHNSON 


OnmSOnRM 


GUIDE-STEP 


ENDICOTT JOHNSON CORPORATION, ENDICOTT 1, N. Y., ST. LOUIS 2, MO., NEW YORK 13, N. Y. 
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Fditorial Outlook 





Reciprocal [rade 


ISING unemployment is causing many Congress- 
men to take a closer look at the Administration’s 
program for a freer trade and lower tariffs. The 

Reciprocal Trade Law, which gives the President power 
to negotiate these lower tariffs, expires this year. 

The Administration is urgently requesting a renewal of 
the law for five years with an additional provision which 
will permit the President to negotiate progressive tariff 
reductions at an average rate of five per cent each year. 
In effect this would mean a reduction of 25 per cent in 
tariffs over the five year period. 

The Administration has been under the strongest pres- 
sure from the State Department to force this legislation 
through Congress. The State Department rates it, with 
foreign aid, as our strongest weapon in the cold war with 
Russia. 

Doubt has existed for several months that Congress 
will go along with the extension for a full five years. 
Some Congressmen, in both parties, feel that the law 
should be allowed to expire. Others have been willing to 
go along, but only on the basis of a two or three-year 
extension. Many believe that the potential 25 per cent 
cut in tariff is excessive. 


“Expendable” 


Advocates of a freer trade policy and lower tariffs 
admit the disastrous effect of these policies on what they 
call “smaller” But they classify them as 
“marginal,” “expendable” and say such industries should 
reconvert. They suggest Federal aid to tide them over 
until they find fields which can use their energies and 


businesses. 


manpower more economically. Bicycles, ceramics, gloves 
and textiles are cited as “small businesses” which should 
move over and clear the road for a freer world trade. 
Advocates of freer trade ignore completely dozens of 
other industries which are vital to the peacetime economy 
of the country and its national defense, some of which 
are being effectively liquidated by increasing competition 
from foreign goods, Cameras, toys, optical goods, watches 
and jewelry, household tools and hardware are typical 
of the wide variety of consumer goods which are feeling 
foreign competition so strongly. Some of these industries 
actually are small. Others contribute substantially to our 
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gross national product. 

It is easy to generalize and say that an industry is 
“expendable” or “small.” But when the problem finally 
comes home it is much easier to recognize the threat. 

The rapidly rising tide of imports of foreign leather 
and leather products is becoming an acute problem for 
American tanners. This influx of imports is made pos- 
sible by direct and indirect foreign subsidies, low foreign 
wage rates and discriminatory trade policies abroad. 

What is happening with leather is happening with 
handbags and other accessories. The impact of imports 
is beginning to be felt in footwear too. This problem 
is no longer just the tanners’ headache. It has ominous 
portents for the whole structure of the shoe industry. 


Under the Guise of Reciprocity 


The irony of the situation lies in the fact that the 
invasion by foreign goods is being made possible under 
the guise of reciprocity. Jn practice United States trade 
is woefully lacking in reciprocity. Our markets are free 
and open without let or hindrance to exporters through- 
cut the world, but the American producer of soft goods 
in effect can ship no significant volume abroad. 

The basic principle of reciprocity is being frustrated 
by outright bans or discrimination against American 
goods. Many devices are being used, so-called but often 
nonexistent dollar shortages, token import plans, licensing 
schemes, quotas, bilateral trade agreements and special 
taxes. These devices are effectively keeping American 
goods from foreign populations which want and need 
them badly. Foreign producers, sheltered against Ameri- 
can competition by this protective wall and enjoying low 
wage advantages, are able to dump their products here. 
Leather and shoes are a significant part of this trade. 

Spokesmen for the Tanners’ Council point to a two- 
to-threefold increase in leather imports directly traceable 
to subsidized foreign competition. Imports of certain 
types of footwear, too, have increased sharply in the last 
two years. It is not necessary for imports to sky-rocket 
before harm is done to an industry. Markets have become 
demoralized and an industry’s profit structure destroyed 
by imports of no more than five to ten per cent of con- 


sumption. _ 
I [CONTINUED ON PAGE 58] 
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This boot has all the 
features most men wa 
an outdoor boot. . . aad 





New, exclusive non-skid ‘‘Ribbed"’ soles and heels. 


© Acme’s new, approved last for com- 
fortable, tireless wear. 

© Water and acid resistant, supple, 
full-grain retan uppers. 

© Firm, sweat-resistant Oak leather 
flexible insoles. 

© Water and acid resistant leather 
Goodyear storm welting. 

@ Non-tarnishing brass eyelets and 
rawhide laces. 

@ Folded leather top binding. 

@ Full gusset tongue of soft grain 
leather, sewed all the way to the top. 
@ Strong Nylon thread used in all 
fitting. 


@ Ankle conforming one-piece leather 
NATIONAL back-stay for extra support and extra 


MAGAZINE ADVERTISING strength. 


@ Steel shanks. 
A full page in Field & Stream, Outdoor Life and ° ° 
Sports Afield kicks off a complete advertising © Both unlined and lined boots are 


schedule of 27 ads in 1958! Sportsmen can't available in two striking colors—Indian 
miss the story! Brown and Natural Retan. 


@ Lined boots feature plump, full-grain 
glove leather lining in both foot and 


em and sell ‘em on your store as headquarters top. 


Window and counter displays, newspaper mats, 
radio copy and television slides to help you tell 


for the greatest outdoor boot value in America! 
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TO RETAIL AT 


| @ 


LINED BOOTS—$15.95; COST TO YOU— $9.60 








Only the world’s 
largest bootmakers 
could make this 
possible! 





: ACME BOOT CO., inc. ALSO MAKERS OF COWBOY BOOTS, WELLINGTONS, 


: PARADE MAJORETTE BOOTS, ENGINEER BOOTS. 
Clarksville, Tennessee 
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another 
“‘bread ’n’ butter’’ style 


featuring FABRIcushor foam 


100% 


INCREASE Meteor pump by Natural Bridge 
is top seller for 3 years 


Shoe patterns that hit the winning combination of STYLE 
and COMFORT ... and sell in increasing volume for several 
seasons ... are profitable “bread ’n’ butter” styles. 


The METEOR pump... introduced in 1955 by Natural 
Bridge Shoemakers (division of Craddock-Terry Shoe Cor- 
poration) ...is one of these popular best sellers. With changes 
only in vamp treatment, this pattern has produced outstand- 
ing sales increases to date. 


Style and comfort qualities are “built-in” to the METEOR 
shoe with FABRIcushon foam-fabric lining. In fact, this ver- 
satile material made the stitched vamp style possible, practical 
and economical. 

METEOR sales records prove As proven by manufacturers’ sales records, shoes using 
buyer satisfaction and repeat FABRIcushon foam combinations... linings, insoles or bottom 
orders. fillers . .. consistently develop into “bread ’n’ butter” patterns. 


1955 1957 


THE KEN DALEL COMPANY Representatives: BOSTON: Continental Textile Corp. 


NEW YORK: Eastern Foam Fabric Co. CINCINNATI: 
Andrews-Alderfer Division M. Hale Co, NASHVILLE: Robert Porter. ST. LOUIS: 
1031 HOME AVENUE ” AKRON 10, OHIO Gerald D. Scott Sales Co. LOS ANGELES: Herman 


Schlobohm Foam Rubber & Plastics Co. 
FABRIicushon products are produced under Patents 2,628,654 and 2,649,391. 7863-AA 





Boot and Shoe Recorder 





Voice of the ‘Trade 


“There three cate- 
gories in presenting and selling a 
fashion story,” says ARTHUR GOOD- 
MAN, vice-president of Sportwhirl, 
“The first category is color. The 
human being has a number of senses 
with which to acquire information 
about the things around him; of these 
the most beautifully endowed is prob- 
ably sight. 

“The second category is fabric, in 


are important 


Inc. 


which we please the sense of touch and 
sometimes even of sound. 














“The third category is design which 
is the ultimate of color and material. 
It is in design where everything that 
has gone before either rises to glory 
or falls in a heap. 

“A well-presented fashion line does 
four important things: (1) It gets at- 
tention. (2) Arouses interest. (3) 
Creates desire. (4) Impels action. 
These are done by the magic ingredi- 
ents blended into a balanced whole. 
Fashion selling is both an intriguing 
art and a science today. Many great 
designs might be lost without good 
salesmanship. A good salesman for a 
high fashion line must be a combina- 
tion statesman, minister, teacher and 
psychologist. 

“It is the responsibility of the manu- 
facturer to educate his salesmen with 
every facet leading to the development 
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of the new line, to instruct him with 
its intrinsic merits and the manner in 
which he must, in turn, convey this 
information to the attention of the 
buyer.” 
* * * 

Taking a cross section of the chief 
basic industries of our country, the 
Research Workshop of the Sales Ex- 
ecutives Club of New York asked 
what they intend to do in 1958 in 
regard to prices. The survey reveals 
that 48.1 per cent expect to increase 
their prices by an average of 5.7 per 
cent. This increase shows little, if any, 
levelling off in the current cost-of- 
living spiral. The same 
vealed that in 1956, 64.5 per cent of 
the firms increased their prices by an 
average of 5.8 per cent and again in 
1957, 43.8 per cent raised prices by 


survey re- 


an average of 5.9 per cent. 
com * * 
MARTIN SHAPIRO of 
Shoes in Philadelphia, Pa. (two time 
winner of the National Achievement 
Award at the National Shoe Fair) 
feels strongly that “the idea that pro- 
duces the best results in a retail shoe 
store is the one that benefits every one 
in the place. 
wins the interest of every one and 


Shapiro’s 


It can be a project that 


works toward the growth and expan- 
sion of your business. The stimula- 
tion of interest by group participa- 
tion cannot be overemphasized. 
“When I first started the portfolio 
which won the award, it was merely 
to keep track of all the illustrated ad- 
vertisements that we ran in newspa- 
pers and other periodicals during the 
I felt in this way I could keep 
track of what we were telling the pub- 
lic through pictures and perhaps make 
improvements in future copy. 


year, 
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“The results of this plan far out- 
reached the routine compilings with 
which it who 
worked in our store saw something 
of interest. They asked questions and 


started. Everyone 


got the answers that could help them 
‘ rt} 3 

5h hy @S 
i al a 


do a better job. It became an 
teresting and thought-stimulating 


2. 
th T 


Ai 


in- 


family project. 

“Smaller stores rarely have meet- 
ings where information about mer- 
chandise is presented and employees 
encouraged to ask questions. Unless 
you prepare such a portfolio, you don’t 
know what you have missed. It keeps 
you on your toes. It helps you to find 
ways to do better the things you have 
already done.” 

* aa * 

ERVING GERSHEN, shoe buyer for 
Blum’s Vogue Shop in Chicago, IIL, 
says: “There was an excess demand 
for vinyl shoes last summer which 
caught both retailers and manufac- 
turers short. This could very well 
take hold again for resort wear and 
continue for spring and summer. 
Open toes are bound to go ahead for 
the next season but currently, at least 
95 per cent of our sales are on both 
little and high heels on the closed up, 
elongated, slim silhouette.” 


” * * 


“There is no price tag on fashions in 
RAYMOND 


SESSE, women’s shoe buyer at Snel- 


women’s shoes,” says 
lenburg’s in Philadelphia. “Style and 
fashion are the important influences, 
as far as the female customer is con- 
cerned. She doesn’t stop to figure out 


whether the prospective purchase is 
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necessary or even within her price 
range. If the quality of shoes she has 
been buying increases in price, she 
generally goes along with the price 
trend. 

“Women buy shoes because they are 
new and attractive, because they match 
a certain dress, go with a handbag— 
almost any one of a hundred other 
reasons that are completely feminine. 
A woman looks at a pair of shoes that 
attracts her fashionwise and often 
doesn’t know the cost until she has 
been fitted for size and wants to take 
them with her. 

“Today, shoes add more glamor to a 
woman’s wardrobe than ever before. 
At one time, she wore many of her 
dresses with one pair of shoes. Now- 
adays, a great deal of impulse buying 
enters the picture. Almost without 
knowing it, the average woman today 
needs many more pairs of shoes in her 
wardrobe than she did just a few 
years ago.” 


“There seems to be no stemming the 
steady rise of the cost of doing busi- 
ness,” says ARTHUR E. LITTMAN. 
president of Littman-Subow, Inc. and 
of Buying Offices, 
“and it is unlikely that volume will 


the Association 


improve sufficiently in °58 to keep the 
expense percentage in line. 

“I see no other way of meeting higher 
costs and showing a profit than by a 
rise in markon in many areas. This 
can be accomplished in two ways: 
Work with cooperative manufacturers 
who build traditional price lines at 
less than traditional costs and main- 
tain original suggested retail prices. 
In cases where such lower costs are 
work 


with those manufacturers who raise 


impossible or impracticable, 
the suggested retails for established 
lines or introduce new price lines. 

“What holds for the retailer also holds 
for the 


facturer’s costs are also rising every 


manufacturer. The manu- 
day, and it is in the retailer’s interest 
that his resources remain healthy. The 
manufacturer is entitled to a profit as 
the retailer is entitled to a profit, and 
certainly any extra markon the retailer 
can get on his merchandise should not 
be at the expense of the manufactur- 
er’s profit.” 
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Profile 


by ESTELLE G. ANDERSON 





W. MILTON VOLK 


VER since 1830, when a teenager named Francis Volk left his native 

Germany and emigrated to the United States, the name Volk has 

been inseparable from boots and shoes. Young Francis settled in 
Baltimore, Maryland, and earned his livelihood making boots . . . a craft he 
had learned from his father in the “Old Country.” He worked diligently 
and within ten years established his own business as a boot maker 
men’s, women’s and children’s boots circa 1840. 

In due course. the Volk family tree branched out. Three sons, Philip H., 
George and Leonard came along. As soon as they were old enough, they 
went to work for their father. However, George and Leonard were restless 
fellows. They wanted to go out on their own. They left the family hearth 
and moved to Dallas, Texas, where they opened the Volk Brothers Shoe 
Company. The rest is history! Over the years, the store has made for 
itself an enviable reputation for high quality and service, both here and 
abroad. 

Philip H. remained in Baltimore, in his father’s business, until 1880. 
Many changes were taking place industrially at that time. Hand-made 
bootmaking was on its way out and was being replaced by machine-made 
products. P. H. reasoned that to progress, he too must change. He went 
into business for himself . . . shoe uppers and leather. He called the com- 
pany P. H. Volk & Co. 

In 1917, his sons 


switched from the upper and leather business to children’s soft sole shoes. 


Irvin and Milton—joined the company and _ they 


By 1930, they had moved along gradually, and logically into the play time 
and outdoor casual shoe field. The wisdom of that move was soon apparent, 
for casual shoes became more popular each year and received their strong- 
est impetus in 1942 and during World War II, when shoe rationing strongly 
curtailed regular shoe manufacturing and selling. Since casual shoes were 
made of unrationed materials, they could be sold without ration coupons, 
in multiple pairs and at attractive prices. 

We have traced the Volk shoe tree lineage from 1830 to the present in 
order to emphasize a century and more of continuous service to the small 
merchants in and around Baltimore, as well as the south and central states 

| CONTINUED ON PAGE 66] 
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The “filter-tip” is an ingenious style to assure much needed seasonality in 
black. The combination of fine grain and smooth black leather makes it style 
right. The fine grain of the plug conceals a minute pin-perf which enlarges 
on the reverse side of the leather to become a practical, functional ventilative 
feature. Carried in-stock, the filter-tip points up the availability of high-style 
merchandise in modern in-stock departments. 


For further information write Boor ANp SHOE REcoRDER 


















Nothing Takes 










Always the freshest, most adaptable “color” for 


summer shoes, white is slated to be even more 









important than in 1957. It is being used alone 






or trimmed in color; in all types; on all heel 






heights and in many types of leathers. More 






opened-up styles, especially in all-white shoes. 










HITE is a wonderful color wherever it is worn. And 
white will be worn in both clothes and shoes this 






summer, alone and in combinations with colors. 






There are four ways to promote white shoes: 1. To match 





white costumes. 2. To pick up the white grounds in floral 






prints and stripes. 3. To freshen and brighten darker or 





delicate colors. 4. To cool off brilliant hot colors. 






When we say white shoes, of course we mean white trimmed 






with color as well as all-over white. This is a year when color 






on white will play a big part. There will be white with touches 






of red or brilliant blue or brilliant green, orange or yellow, 






as well as classic tan, black and navy blue. There will, of 






course, be white shoes with the clean fresh look of white 






with red and a brighter blue. The new favorite combination 






of brilliant blue with a green in the same bright tonality may 






be another kind of popular three color combination, with 





white for the shoe and the two colors as trim. 






White has already made an early start in clothes and shoes 






for a fresh, springlike touch to colors, as well as black. With 






navy blue being promoted as a very big color for spring 






clothes and shoes and the beige tones also strong, white may 
be called a natural for trims and touches. Women will be pre- 
pared to carry their preference right on through the summer 








months, sometimes with the same clothes. With a black and 






white print for spring under a coat, they can wear black 
patent leather. Come summer, they will find the same print 
pretty with white shoes—all-over white, white touched with 
black or a vivid color which can be picked up in a flower or 









a piece of jewelry, gloves, handbag or hat. Only one of these 
accessories, remember, to pick up the color contrast on the 






white shoe. 







Top to bottom: Finely textured white leather with contrasting 
trim and stacked heel, on tailored pump by British Walkers; 
Another white and color combination in delicately detailed 
spectator type by Fox; All-over white punched leather pump on 
flat stacked heel, a Naturalette by Natural Bridge. 











The Placeoft 
WHITH... 


by ELEANOR M. RUTTY 


Shoe Drawings by Elly Norden 


Profiting by last summer’s experience, manufacturers have 
put in many more opened-up shoes, very often in all-over 


white. These are the types considered best for all white styles. 


We show here four opened-up styles, including a low wedge 


heel sandal; a sling with closed tapered toe; a mule and the 
new kind of thong on a high heel. This particular style, it 
should be noted, is also made on the traditional flat heel. 
These opened-up shoes are being made in smooth and 
textured leathers, some lizard and alligator, and in lusters in 
dressier types. 

The strong continuing interest in tapered toes means that 
many opened-up patterns will be made with closed toes. The 
sling pump shown here is one example. The T-strap, number 

[CONTINUED ON PAGE 57] 

Top to bottom: Mule in white luster with softly draped vamp, 

a Ferncraft shoe by Fern; Adaptable to casual or even dressier 

summer wear, sandal on barrel wedge heel, by Fortunet; 

Tapered toe sling, the smart high tongue accented by contrast- 


ing satin bow, by Deb; New high heel thong with interesting 
wide band, also on traditional flat heel, by Bernardo Sandals. 





Whats In A Shoe 





And How To Sell It 


EDITOR’S NOTE 


The informed salesman is a good salesman. The more thorough his knowledge of shoes, 


their features, how they are made and what qualities and characteristics dictate the selec- 


tion of their components, the more effective will be his work at the fitting stool. This is the 
first in a series of fifty articles which will appear in Boot AND SHOE RECORDER on the im- 


portant subject, What's in a Shoe and How to Sell It. This series will contribute substan- 


tially to the shoeman’s “know how” of shoes, fitting and selling them. 


OW did the “sole” of the shoe get its name? Well, 

back in ancient Rome the soldiers wore what was 

called “solea” on the bottom of their sandals to 

protect their feet from rocky terrain. That word came 

from “solum,” which in Latin means “soil or ground.” 
So the “solea” was the part that touched the ground. 

When the Roman Empire fell to the invaders from the 

of the 

changed. “Solea” became 


north, many Roman words were borrowed and 


eradually “sole.” Later the 


Normans from the continent invaded England. They 


took with them the word “sole,” and this has been a 
standard English word since the 14th century. 

Today in the U. S., about 750 million pairs of outsoles 
are used on shoes each year. That’s about 600 million 
pairs used on new shoes, plus another 150 million pairs 
of “replacement” soles used in shoe repair. 

Some 65 per cent of these are non-leather soles (most 
of them grouped broadly under the term “synthetic”), 
and the remaining 35 per cent consists of leather soles. 

Well, what is the sole of the shoe? That’s a deceptively 
simple question. Loosely used, the “sole” can mean many 
things. It can mean the outsole, midsole, insole, slipsole, 
tap, half or whole sole, double sole, extension sole, soft 
or hard sole, platform, or other designation. 

We're going to talk about the outsole—something too 
often taken for granted by shoemen, but which has many 
interesting features which can be effectively merchandised 
in selling shoes. 


The outsole is the bottom piece of material that covers 


Ripple Sole is a specialty sole designed to absorb 
walking shock, lengthen stride, balance weight, heel 
to toe, and improve traction. 


by WILLIAM A. ROSSI 


Votan SuperSole (Virginia Oak Tannery, Inc.) used 
on a weli shoe. This special tannage sole achieves 
maximum flexibility with long wear. 


the whole bottom of the shoe except the heel, and is ex- 
posed to direct wear in contact with the ground. Tradi- 
tionally, the outsole has always been regarded as only a 
utility part of the shoe—a sort of protective buffer be- 
tween the foot and ground. Basically it’s still that. Today, 
however, it has taken on many new, appealing values. 
Today it has built-in functional and style features alike. 

Did you ever watch customers examine or handle a 


Microphotograph of Tioga Oak (Eberle Tanning Co.) 
sole leather shows the construction of a genuine 
leather sole with thousands of interlocking fibers. 


Boot and Shoe Recorder 








SOLES 


Customers instinctively examine the sole of a shoe. In most cases they do 

not know specifically what they are looking for but they do know that it 

is a vital part of every shoe. This is your chance to make the most of the 
sole’s many important selling features. 
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Biltrite’s (American Biltrite Rubber Co.) special casual, 
industrial work sole of Neoprene and Nylon cord 
is resistant to oils, chemicals and acids. Elasto- 
Crepe (Goodyear Tire Rubber Co.) is a flexible, 
light, springy, long wearing, translucent sole for 


semi-dress and work shoes. Goodyear’s 
Safe-T-Lite sole is completely oil resistant, light 
weight, long wearing and will not pick up metal 
chips. Biltrite’s new shock resistant Tru-Glide sole 
features a unique V-type tread. 


shoe in a shoe store? For some strange reason, after 
they've looked at the style or pattern of the shoe, they 
then look at the sole. Frequently they'll flex the sole with 
their hands. Perhaps in most instances they may not know 
specifically what they’re looking for in this examination. 
But, instinctively, they do know that the sole is a vital 


[CONTINUED ON PAGE 53] 


Left to Right: 


A new special type sole, Anchor Sole (Beebe Rubber 
Co.): It is slipped onto the shoe during manufacture, is 
permanently bonded, reduces sole attaching cost. Avonite Left to Right: 

(Avon Sole Co.), a nuclear type sole, stresses long wear Specialty Soles, AVON’s non-skid Jumbo Rib 
and flexibility. Maxecon Crepe Sole (B. F. Goodrich Cush-N-Crepe, Goodrich Neoprene non-skid 
Co.) features laminated wedge molded in one piece. safety grid sole, for industrial work shoes. 
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Summer sandal in natural color calf 
on low heel. Lerede of Vigevano. 






Opposite page, Left to right: Two- 
texture pump in multicolor hemp and 
white calf. (The fabric from Antonio 
Donde, a Milan supply house.) 





Richly textured beige and gold bro- 
cade evening shoe with beige satin 
butterfly trim. Gino Aldrovandi of 
Vigevano. 





Gold kid strips make very open eve- 
ning sandal with knotted vamp. Dino 
Borsani of Vigevano. 





Kaur At Vigevwano.... 


1 ROWING attendance and up- 
grading of lines are giving in- 
creased importance to Vige- 

vano’s annual Fair held each year in 
January. Two current problems were 
recognized as obstacles to increased 
export to the United States. One is 
the 
shoes made for export. At 


need for American lasts on all 
present 
less than five per cent of Italy's hun- 


dreds of shoe producers use American 


lasts. This small group already has 
established markets in the United 
States. 

















The 


timing 


second problem concerned the 
of the Vigevano Fair. Held in 
January, it is much too late for order- 
ing the spring and summer shoes dis- 
played there. And it is too early for 
the manufacturers to be ready with 
their fall and winter lines. The manu- 
facturers’ convention held during the 
Fair gave serious consideration to 
both problems. A campaign has been 
started to encourage more firms to 
invest in American and English lasts 


There is 


movement to organize a special “ex- 


and multi-fittings. also a 





port only” show in the fall, possibly 
in October. But it is still very much 
in the blue print stage at press time. 

At present the town’s biggest export 
outlets are Germany, Switzerland, the 
United Kingdom, France, Sweden, 
Belgium and the United States, in that 
order. Figures for total Italian export 
of shoes show the United States lead- 
ing, with Switzerland, Germany and 
the United Kingdom following. 

Style trends may be summarized as 
follows: 1. Square taper toe to be big 
in casuals, 2. The classic pointed toe 
with no immediate rival in pumps with 
high heels. 3. Smooth silhouettes with 
symmetrical lines still the most im- 
portant. 4. Trimmings small and 
creamlined for day wear; big and 
bold for evenings. 5. Heels continu- 
ing slim and straight, with a breasted, 
pencil-slim 15/8 style coming in 
strongly on dressy pumps. 6. Pastels 
comprising a 
warm, Polar 
Aegean blue, pearly white, especially 


strong for summer, 


pinky _ beige, green, 


Kid spectator with woven shanks and 
vamp. Invitta of Vigevano. 












Biggest in its history with 500 exhibitors participating, the Fair showed a marked change 





to better quality and styling from its former low and medium grades. Export problems 


showed need of more American lasts and better timing for this annual Italian Fair. 


in luster calf; also rouge red, rich 
creamy blues and soft-toned browns. 
The big development, however, is 
the new, squared-off toe, chiselled to 
a soft, almost imperceptible square, in 
harmony with the vamp lines. It was 
shown on fine pumps by Invitta and 
casuals by a large number of quality 
manufacturers including Dainesi, Erco 
and Fratelli Barone. It was featured 
on soft-soled, travel slippers by de- 
signer Vittorio Cantella and in chil- 
dren’s shoes. But while designers like 
Corno, Dino Borsani, Omedei 
Marino are backing it solidly for 


and 


medium and low-heeled casuals and 
sports shoes, it has received a cold 
reception in the high-heeled field. The 
general opinion is that the pointed 
toe will continue to reign for another 
two years or more, without much fear 
of a usurper. 

When it comes to trimmings, one 
gets the impression that designers are 


Left, gold kid pump with raised bow 
trim. Right, pump in nut brown 
brushed leather with beige satin trim. 
Ambra of Vigevano. 


“tightening the belt,” in spite of the 
fact that exports boomed 5,520,204 
pairs first six months of 1957. Much 
calf 


sashes or overlays drawn tightly over 


in vogue are fabric or reverse 


the vamp in girdle fashion. Leather 
strips are knotted for decorative ef- 
fects. Satin bands have matching 
bows. 


Shanks have been lengthened to give 





















by LAURA C. WATERS, Milan 


shorter vamps. Toplines have come 


in for a lot of attention. Many ex- 
hibitors have favored lower quarters 
on pumps, particularly in sporty, natu- 
ral leathers with matte finish. 
Individual shoes, showing fine and 


original detailing, included: Gino 
Aldrovandi’s richly textured beige 


[CONTINUED ON PAGE 63] 
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For Shoppers’ Paradise two and a half blocks of U. S. highway 126, heart of the city, were 
blocked off and converted to a pedestrian mall. Boxed evergreens dotted the storefront scene. 
Soft music warbled from overhead speakers. Merchants reported business up 14 per cent. 


Dowuntown by RICHARD C. EDSTROM 
Shoppers’ Paradise 


Faced with the slow decay of center-city business, Springfield, Oregon, experimented 
daringly. What they did and what they plan for the future is of importance to every 
shoe retailer in a downtown location. Is this the solution for the downtown problem? 





SMALL city in Oregon conducted an experiment quickly became known as “the mall.” Intersecting side 
in revitalizing downtown which could have sig. streets were turned into parking lots. Boxed fir trees 








nificance for all shoe retailers in fading down- softened the scene and music warbled from overhead 
town locations, The city is Springfield, population 13,500, speakers. 
The experiment consisted of nothing less than turning Shoppers strolled through streets usually dominated by 
214, blocks of U. S. Highway 126, heart of the city, into Toaring lumber trucks and clamorous automobiles. A 
an auto-less tree-lined “Shoppers’ Paradise” for ten festive atmosphere prevailed which brought out whole 







full days. families. Exhibits of art and industry were set up for 
Not a car was allowed in the blocked-off area, which adults. Kids swarmed over playround amusements 
















— brought in to occupy them while parents shopped the 
: ay stores at their leisure. Store hours were lengthened to 
9:00 P. M. and an entertainment feature was presented 
each evening, Seemingly, a good time was had by all. 

While any experiment involving the entire center of an 
urban area defies easy evaluation, one yardstick is 
whether retailers sold more goods. They did. 

A 36-page report evaluating consumer and_ business 
[CONTINUED ON PAGE 63] 





The outdoor luncheon table, common in 
Europe but seldom seen in the U. S., made 
appearance during the Springfield test. 
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Packaging Revolution 


EW aspects of the astonishing expansion of the U. 

S. business have so affected our everyday lives as 

the revolution in packaging. For shoe men, this 
revolution has been expressed specifically in the develop- 
ment of the all-purpose shoe box, the collapsible box 
with pop-up handle, the polyethylene bag and the easy- 
locking paper shoe bag. These practical achievements are 
only part of the story. They help to reduce storage needs, 
make possible greater bulk ordering and provide greate1 
handling ease at the point of sale. 

Our awareness of the advertising value of packaging 
means that the new boxes and bags are pleasingly colored 
and illustrated to present the name of the stare or brand 
in the most compelling manner possible. The increasing 
practice of tagging shoes also holds unplumbed _pos- 
sibilities for increasing sales. 

We are claiming a great deal for packaging and it is 
probably quite right to do so, for wise scientifically 
determined packaging does accomplish a lot. Marketing 
executives list the following points: 

1. The package itself has direct sales appeal. 

2. It is practical, providing a carrying box for the 
shopper which is easy to handle and well engineered, so 
that accidental spillage is almost impossible. 

3. The package is designed from the beginning for 

[CONTINUED ON PAGE 53] 


For the shoe man, wise packaging can reduce 
overhead and attract customers. It can give 
brand or store identification and be an impor- 
tant part of seasonal or other promotions, With 
your package in her hand, your customer be- 


comes a walking advertisement. 


New puckaging techniques in shoes today are exempli- 
fied by (above) the Redi-Tote carton, the Convert-A-Pak, 
Handelok bags, and (below) Carry-Pack handles. 





Materials 
sed in the Making of Shoes... 


For every part of a shoe there is a preferred material which has proved 


its superiority over the years or is a recent development of the labora- 


tories, looms or mills. A thorough understanding of these materials will 


help the shoe fitter gain and keep the confidence of his customers. 


HE shoeman should be an expert in styling, con- 

struction, and other features of footwear, but his 

knowledge should also include an understanding of 
the materials used in the manufacture of shoes. Use of 
suitable materials not only makes shoes wear better, but 
also insures that they retain their shape and appearance 
longer. That is why it is imperative that the correct 
leather (already discussed) fabrics and other essential 
components be used under proper circumstances. 

It might be well first to discuss the importance of the 
insole in the shoe. Although invisible, it is one of the 
most important parts. The shoe’s flexibility and ability to 
retain its shape are determined by the insole. It is also 
the means by which the upper and other parts of the 
shoe are held together. The materials used in the insole 
will determine the shoe’s length of life. Since the full 
weight of the body rests on the insole, it must be strong 
enough to withstand the abuse it will receive from weight 
bearing as well as from the tacks and stitches used in 
construction. It should be as porous as possible to permit 
proper breathing. Also, it should be of the right material 
so that it will resist curling at the edges. This curling. 
especially in the area of the big toe, causes the sharp 
edge of the insole to rub against the big toe and make a 
callous, which may develop into a blister. When the insole 
curls, it is wise to file it down with a rasp, making it as 
smooth as possible. This will remove any cause for com- 
plaints. 

In welt shoes leather is particularly well suited for in- 
soles because it retains stitches and tacks. In other con- 
structions, insoles made of fibreboard and composition 
materials, are completely practical and serve specific pur- 
poses. 

In addition to leather, uppers for shoes are also made 
from textiles and fabrics. Through the years, fabrics have 
been used to obtain unusual results. Here, too, proper 
care must be used in the selection of the fabric so that 
it will stand up during the lasting operations, take to dyes. 
react properly with adhesives and have tensile strength. 

Some popular fabrics used for uppers in shoes are: 
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by SEYMOUR HELFANT 
B.S., M.S., LL. B.; Sales, Marketing and Personnel Training 
Consultant; Manager, Smaller Stores Division, N. R. M. A. 


Brocade—design woven on a plain fabric by Jacquard 
weave. Elaborate designs in silk and rayon. May be done 
in variations of colors. 

Canvas—plain strong woven linen or cotton of basket 
weave. 

Corduroy—a pile fabric with cords or cotton or wool 
ribs. May be a plain or twill weave. Used mostly for 
slippers. 

Elasticized fabrics—woven with rubber-like substance, 
permitting material to stretch and resume its normal shape 
with the easing of pressure. It is used for durability and 
for its ability to hold its shape. 

Felt 


wool blends. Fibers are pressed together with heat and 


is not woven from any yarn. Usually made from 


moisture. It is napped and given a smooth finish. 

Gabardine—a twilled wool with fine rounded wales. It 
may be mixed with cotton or rayon. Good wearing. May 
be treated to resist water. 

Linen—used mostly for summer or lightweight foot- 
wear. It is cooler than cotton even though it may appear 
heavier. Is durable and can be bleached very easily. Has 
a smooth shiny surface. The linen fiber takes dyes very 
easily. 

Moire 


in finishing process. 


rayon or silk. Fine rib. Water design obtained 
Satin—a smooth surfaced fabric with a high luster. 
It may be a silk or rayon. Takes dye very easily. 

Shantung—a silk or rayon fabric. Has a rough nubby 
surface with a dull luster. 

Terry Cloth—mostly cotton yarn. Washes well. Identi- 
fied by uncut loops. The more loops present, the more 
absorbent the fabric. Used for slippers. 

Fabric footwear is in great demand during warmer 
weather, when clothing is very colorful and shoes can 
“make the outfit.” The salesperson should be qualified 
to advise the customer about the use of colors and the 
dyeability of the fabric uppers. If a shoe does not dye 
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properly, or to the satisfaction of the customer, it might 
be wise to learn how to bleach the shoe to the original 
white with the use of bleaching agents and then do the 
dye job all over again. This can save many a pair of 
poorly dyed shoes. It is also wise to learn about the re- 
actions of certain colors on the fabric of the shoe. For 
instance, it is never wise to dye a shoe black because the 
shoe will always appear an off black or gray. The only 
way to be sure of a good black fabric is to buy it from 
the factory already dyed black. Also, never dye a bright 
vellow fabric a darker shade such as black or blue. The 
yellow will always bleed through and you will never 
obtain the desired darker color. It is impossible to bleach 
or remove the color from this previously dyed shoe. 

In practically all cases of fabric uppers the forepart 
of the shoe is backed with a rubber compound, so that 
the shoe can withstand the pressures of lasting and the 
rigors of wear. Linings are used to absorb perspiration 
without affecting the rest of the shoe. If the lining does 
not wear well, the shoe becomes uncomfortable and must 
be discarded. 

Some lining materials are: 

Drill 


ridges across the fabric) cotton fabric. Close textured and 


\ twilled (interlaced weave forming diagonal 
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heavier than a plain weave. Used as lining for vamps, 
toes and quarters. 

Duck-—cotton fabric. Closely woven on a basket weave. 
Forepart, toe and vamp lining. It also reinforces the 
bottom of the leather insole in welt construction. 

Interlining—or doubler—is used to give more body 
to the upper. It plumps up the leather and is an insulator 
against heat and cold. 
Duck 


the underside of the insole. There are other reinforcements 


Reinforcements is used as a reinforcement on 
and stays that are used where there is stress and strain, 
such as at the throat of a pump, the back seams or blucher 
seams. 
Plastics 
A. Thermoplastic—can be melted and is affected by 


There are two basic types of plastics. 


heat. Most plastics used for shoes are from this group. 
These plastics are subject to “creep tear” whenever a 
hole or “V” shaped cut is made. “Heat sealing” or fusing 
are most common methods of joining vinyls, to eliminate 
stitching. 
B. Thermosetting plastics cannot be remelted or re- 
shaped as is the case with thermoplastics. 
Plastics can be used in the transparent, translucent or 
[CONTINUED ON PAGE 57] 
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Four more bell-ringing weeks ’til 


Easter for Pro-tektiv’ and 
MODERN AGE” dealers who have 
already sized-up their stock. 


How about you? 


Terms 5%—30 Days F.0.B., Reading, Pa. Write for our new Spring catalog. 


Curtis -Stephens:-Embry Co. 
READING, PA. eae 
FINE QUALITY CHILDREN'S SHOES SINCE 1882 z E 


Vor ns x 
MODERN AGE” 
for every age and Official 


Girl Scout and 
Brownie Scout Shoes 


“Extra Support ‘ — Play-wear 

by Pro-tek-tiv | Shoes by Pro-tek-tiv 
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Pro tek tiv 


the finest 


' 
i 
' 
| 
1 
children’s shoes ! 
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April Weather 


April is expected to be wet. Temperatures should be above normal in the 


Mid-Atlantic states, cooler in Florida and the Southwest, normal elsewhere. 


ELATIVELY wet conditions are 
forecast this April for the en- 
tire country with the exception 

of Florida, parts of the Southwest and 
the extreme Northeast. Temperatures 
are expected to be above normal in the 
Mid-Atlantic states and throughout 
Canada. Florida and most of the South- 
west will average cooler than usual. 
Elsewhere in the country, monthly 
average temperatures will range close 
to normal but daily variations will be 
as wide as usual for April. The fol- 
lowing is a more detailed forecast, by 


region: 


Area I: Northeast 

Most locations in New England and 
in eastern Canada are expected to be 
drier than normal in April. To the 
south, in the Mid-Atlantic states, rain- 
fall will average slightly above nor- 
mal. Temperatures should range from 
near normal in Upstate New York and 
New England to three degrees above 
normal in Delaware, Maryland and 


Virginia. 





OF AHRENHEIT 
ESTIMATED DEVIATION FROM 
NORMAL MONTHLY TEMPERATURE 











Area II: Great Lakes 
Wetter than normal is the general 
forecast for the Great Lakes-Midwest 


region. Michigan, Wisconsin and the 





PRECIPITATION 
ESTIMATED PERCENT DEVIATION FROM 
NORMAL MONTHLY PRECIPITATION 
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Indiana 


of Ohio, 


and Illinois will average about 120 


northern sections 
per cent of normal while Kentucky 
and West Virginia will be even wet- 
Temperatures will be near nor- 
half of this 


in Ken- 


ter. 


mal in the northern 


region; somewhat warmer 


tucky. 


Area III: Southeast 

Florida will be slightly drier and 
cooler than normal. However, other 
states in the Southeast will be wetter 
than usual with near normal temper- 
Western sections of the Caro- 
linas, the 
northern portions of Georgia, Ala- 


atures. 
most of Tennessee and 
bama and Mississippi will average 
150 per cent, or more, of normal rain- 


fall. 


Area IV: North Central 


Relatively heavy snowfall for so late 
in the season is forecast for most of 
the North Central states and also 
for extensive areas in the south- 

[CONTINUED ON PAGE 58] 
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oer! 


America’s fastest-growing 
juvenile shoe line almost 


doubles last year’s sales! 


blu Slat 


$5-*6 CHILDREN’S SHOES 


Dramatic sales increases are the 
inevitable result of a line that delivers every 


/ 


feature of shoes selling up to $2.00 more / 


f 


a pair — plus style leadership! 


Pay s' 
“Sax wenannse” 


” > Write, wire or phone collect today for complete information about a franchise in your city 
BLUE BONNET SHOE COMPANY, MANUFACTURERS, 5 FRANKLIN STREET, LAWRENCE, MASSACHUSETTS 
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Volume Climb Expected 
This Month In St. Louis 


SHOE retailing in St. Louis held 
firm for the month of January; pros- 
pects for improvement in February 
are good, dealers said. 

Clearances, technically speaking, 
are over. A few men’s pairs remain, 
both in chains and in department 
stores; they are excellent buys at 
savings of almost 50 per cent. Wom- 
en’s clearance tables have been re- 
moved, except in downstairs stores. 
Spring merchandise has taken the 
spotlight. 

Red is everywhere. Window dis- 
plays, racks, counters and newspa- 
per space is being given over freely 
to this color predicted to reach 
basic proportions in the months 
ahead. Red shoes for women are 
not selling in proportion to the 
space allotted for promoting them, 
but every retailer is finding red 
pumps and T-straps moving off his 
shelf steadily, if not energetically. 

Black patent will still be king 
here, buyers believe. Closed black 
patent pumps have been strong sel- 
lers for two months or more. Now 
opened-up patent patterns are join- 
ing the parade, with both mid-heels 
and 23/8 popular in all 
brackets. 

Ripple soled walking types are 
listed as fair sellers only, but wo- 
men who buy them are coming back 
to dealers with very favorable com- 
ments on their comfort features. 
Best selling Ripple sole is a vicuna 
punched pig tailored stroller on 8/8 
walking heel. 

A heavy February snow sold the 
galoshes, rubbers and storm boots 
piled so long on dealers’ shelves. 
For some retailers, sales of storm 
wear pulled shoe store figures from 
red ink to black for the month. A 
few extra pairs of men’s shoes were 
sold to office workers who trudged 
several hours in deep drifts trying 
to get home from downtown the day 
11 inches fell. Light tan brushed 
leather chukkas were reported by su- 
burban dealers as moving well, di- 
rectly, they feel, as the result of the 
heavy snow. 

In women’s salons, fresh spring 
prints are showing up in silks and 
in tapestry-like fabrics. Department 
stores are giving colored hosiery 
heavy play. One women’s specialty 
store, Garland’s, advertised red 
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shoes with coordinated red hand- 
bags and coordinated red hosiery 
for one effective flow of copy. 

Best selling type for little girls 
continues to be pumps with either 
ankle or swivel strap, currently 
moving well in black patent, red 
patent and some white smooth. Or- 
namentation is simple for the most 
part. 

Teen-aged girls are choosing red 
patent leather skimmers with ta- 
pered toes for rock ’n’ roll sessions 
now and for school when the weath- 
er opens up. Four-eyelet tan buck- 
skin oxfords with white crepe soles 
are selling well for school. Other 
colors available in this style, in- 
cluding bright red, black, gray and 
coral are less favored. For date 
time, teens are buying 14/8 black 
patent pumps with tapered toes and 


butterfly bow ornamentation. 
*% * * 


New York Retailers 
Push Strong Promotions 


NEW YORK shoe retailers report 
that traffic in stores has been spotty. 
Cold weather kept consumers at home 
and it is curiously significant that 
even the holidays—Lincoln’s and 
Washington’s birthdays — didn’t 
bring the crowds out as they usually 
do. 

There was good activity and traffic 
in the chain stores, however... 





+ + 
martinique 


Spring Neutrals in a delicious 
halj-and-halj combination — 
tan-toned moth colour and 
creamy bone shade offsetting 
each other on each side of an 
elegantly tailored Martinique. 

Note golden nail-head bow. 
23.95 


r 33 West Lexington 
| STOMER PARKING AT ALL 
euentoen PARK & SHOP LOCATIONS 


Si. 
Simple ad for spring neutrals exhibits a 


high-style shoe without fussiness. Hahn's, 
Baltimore. {3 cols.) 


indicative of the fact that all the talk 
about recession and depression is 
having some effect on consumers .. . 
making price more important than it 
has been for some time. Chain store 
sales have been ahead of last year’s 
for the same period. 

Retailers, on the other hand, are 
going ahead with strong promotions. 
The emphasis is on soft construc- 
tions, light weights, flexibility, shape 
and color . . for example, Saks 
Fifth Avenue stresses: “Ribbon silk 
slippers—en fleurs from France... . 
Wide embroidered ribbons make 
dance slippers that bloom like the 
gardens at Versailles—black or blue 
satin with scattered buds; black or 
navy peau de soie banded with 
flowers.” 

Jay Thorpe’s approach is: “Soft as 
the gentlest spring lamb . the 
shoes that add a new superlative to 
the word ‘soft.’ Flexible as European 
hand-turned shoes . . . these Ameri- 
can fashion shoes look as wonderful 
as they feel .. . beautifully detailed 
with narrow heel fit and newly low- 
ered heels for spring’s leggier look.” 

I. Miller emphasizes ‘“Beige—the 
triumph of I. M.’s leather colorists 
who never say ‘Dye!’ till they see 
perfection. This is perfection: fair 
and fresh, strongly influenced by 
yellow, it reflects the glowing impact 
of color on everything you wear. And 
it’s monochromatic magic with beige- 
based costumes, golden browns, sun- 
shiny prints and hot nasturtiums.” 

St Valentine’s Day launched red 
shoes in a big way in practically 
every shop, and customer reaction 
was most satisfactory. Merchants 
promoted, displayed and featured red 
shoes in suede, calf, kid, patent as 
well as satins, silks and cottons... 
and they reported that business was 
good ... and continues to be good 
in that color. 

Another color that is beginning to 
show activity is “spring navy.’’ Black 
patent leather continues to be a con- 
sumer preference. 

Retailers look forward to a definite 
pick-up in retail selling. 

[CONTINUED ON FOLLOWING PAGE] 
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Storms, Cold Curtail 
Growing Boston Traffic 


LOW temperatures and high winds 
combined to bring to a halt the for- 
ward progress of business noted 
earlier this year by Boston shoe re- 
tailers. Starting in January and 
continuing into the first week of 
February, increases were noted al- 
most daily, particularly in women’s 
shoe outlets. Then followed a sharp 
drop in demand for at least one full 
week. 

One store that suffered the one- 
week low was the Solby-Bayes Com- 
pany at 45 Winter Street. Until early 
in February there had been a con- 
sistant demand for spring pumps and 
even mesh types. Black patent was 
the leader in sales with navy a close 
second. 

Summer shoes also had been sell- 
ing better than expected as women 
built up their shoe wardrobes in 
preparation for winter vacations in 
Florida. However, many of these 
vacations were given up or post- 
poned because of cold in the south- 
eastern part of the United States. 

The same lag in sales was reported 
by the R. H. Stearns Company on 
Tremont Street. December and Jan- 
uary both showed excellent increases, 
however. The demand to date has 
been confined mostly to the tradi- 
tional black patent. Red calf also has 
sold well. Pumps and opened-up types 
shared equally in popularity. 

Whites for winter vacationers had 
begun to pick up volume before the 
slump, at E. W. Burt & Company on 
West Street. They expect business 
will pick up again and a _ heavier 
demand for red, black patent and 
beige will be manifested. The most 
popular pattern to date has been the 
pump and this trend was expected 
to accelerate. 

The higher style stores continued 
their promotion of southern foot- 
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wear. Joseph Antell at Zero Newbury 
Street, in the Back Bay shopping 
section, showed closed toe, sling-back 
pumps in prints, also in white, pink 
or light blue calf leather. In pumps 
with closed heels and toes, there was 
interest shown in a multi-print with 
white or black background. Spectator 
pumps were shown in white suede 
combined with navy blue calf; or 
white suede with tan calf. 

“Step Into Sunshine” was the 
headline of an attractive advertise- 
ment used by C. Crawford Hollidge, 
at the corner of Tremont Street and 
Temple Place. Newer types shown 
included a closed pump pattern in 
sculptured silk in red, blue or natural 
color; and a mule in white calf or 
black patent, both decorated with 
multicolor flowerlets. This style, an 
Italian import, carried a spiral wood 
heel. 


* * ~ 


Detroit Retailers 
Retain Optimism 

SHOE RETAILERS in the Detroit 
area remain optimistic about the 
business future, although total sales 
for the past month have been slightly 
below a year ago. This city, whose 
life-blood is the auto industry, has 
felt sharply the general over-all slow- 
down in the economy. 

Admitting that this is always an 
“off season” of the year, the attitude 
of most dealers seems to be—“‘busi- 
ness isn’t too bad, and it could be a 
lot worse”! And they agree that part 
of the blame can be laid to the cold 


weather, which has been consistently 


near zero for several weeks—cer- 
tainly discouraging to many shop- 
pers. 

However, with Easter on April 
6th, the majority of retailers are 
expecting sales to be brisk by the 
middle of March. 

Incidentally, statistics are proving 
that the downtown stores are faring 
better than outlying shopping cen- 
ters in the present financial squeeze. 
Many have expressed the opinion 
that this is due largely to the shop- 
per’s belief that the downtown area, 
with its greater competition, offers 
more “real” bargains. 

Almost every store selling women’s 
shoes is featuring a display of new 
spring styles in red—which is rap- 
idly developing into the leading 
accent color for the coming season. 
Black patent—that perennial favorite 
—is in every window. And many 
styles are shown in light gray and 
the pale beige tones. 

As for pattern preferences, the 
tapered-toe last and slender heel are 
definitely in first place. A dress shoe 
on any other last looks “old fash- 
ioned”! The closed pump is still the 
best seller. And, although many 
styles feature a bow or other trim, 
the revival of plain opera pumps is 
noteworthy. Gaining in popularity is 
the T-strap, especially on an 18/8 
illusion heel. Another dressy style 
women like is the closed-toe shoe with 
a sling heel—another “revival’’ that 
looks new on the tapered last. Closed- 
toe, closed-heel patterns with an open 
shank are also readily accepted and 





more color afoot 


Martunique adds the newest chapter 


aly the go-withall good darks 


even im town; wo longer the accemory after 


to our brilliaat spring shoe story — their shapes and shades. No longer 


the fashion fact. Start from the ground up thie 


your, see more color afoot in fashion, io our Kaleidoscopic collections. The colorin-town twosome, bere, by Martinique, are ours alone. 


This year patent is bigger than ever. The shoe at left is bone colored calf, tip- 
toed and heeled in black patent leather. At right is a gun-metal gray, high-glinted 
in patent; bowed and buckled. Harris, Dallas. (8 cols.) 
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increasing in sales. 

In the girls’ and misses’ depart- 
ments the “gum-drop” leads the hit 
parade! Selling best in black early in 
the year, now this little shoe is mov- 
ing rapidly in gray. And it’s coming 
up fast in red. 

In the men’s and boys’ lines the 
moc-toe patterns continue in the lead, 
and black out-sells brown. 


Spring Fashions Gain 
Against Storms In Chicago 


SPRING fashion shoes are begin- 
ning to take hold in the Chicago 
area despite some very un-spring-like 
weather. A prolonged spell of snow 
and sub-zero temperatures has re- 
duced shopping crowds and discour- 
aged the sale of spring merchandise. 
However, patents and other dress 
shoes are gradually gaining momen- 
tum. 

Patents continue to hold their lead 
at all price levels and in all types of 
stores. Record volume is expected. 
Current sales are almost exclusively 
closed toe pumps, indicating that 
second purchases will probably be of 
sandalized and other opened up types. 
This should help boost total patent 
sales. Blues are also selling well 
across the board and red continues 
to show strength. 

Naturally, the high style retail 
departments and stores show a devia- 
tion from the normal trend. Right 
now there is good activity in red 
patent as well as bright yellows and 
combinations. There has also been 
interest in nailhead trim on red, tur- 
quoise, beige, and black calf. Muted 
two and three tone shades have also 
done well. 


In high fashion, the needle toe is 
almost universally accepted. This 
includes Mary Jane patterns, rising 
vamp tongue, T-strap adaptations, 
and eyelet ties. Even the most ex- 
treme new patterns include a range 
of lower heels. These are particularly 
well accepted. 

In middle run stores, the tapered 
toe continues to dominate. Most re- 
tailers in this field doubt that the 
needle toe will be an important sales 
factor. They remain cautious in 
branching out with heavy inven- 
tories in this category. They point to 
continued customer resistance to this 
extreme version. Reports from the 
chains are spotty, but for the most 
part they are gradually shifting to 
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the needle toe. Mail order houses, 
which represent a middle-of-the-road 
cross section, show the tapered toe is 
gaining strength in early spring 


sales. 
* * * 


Retail Buying Stays 
Down in Los Angeles 


NO SOFTENING is yet apparent 
in buying resistance. Interviews 
with prominent retailers, particu- 
larly in department store situa- 
tions, show that sales figures are 
still way, way off the pace. None 
of them seem really fearful of the 
future — promised increased Gov- 
ernment spending for missiles 
would pour many dollars into this 
area—but the fact remains that no 
matter how much is spent in the 
future it isn’t helping right now. 
Response to January and February 
clearances was not as strong as was 
hoped, in spite of give-away pricing 
in some outlets; and some of the 
smaller retailers may wind up eat- 
ing shoes to clear shelves for Easter 
merchandise. 

All of which doesn’t mean that 
any mortgages are being foreclosed. 
The doors are still open and busi- 
ness is being done, but the strong 
emphasis is on the basic shoe which 
she can wear with anything. This 
means that closed-up black patent 
pumps with 17/8 heels are the big 
ones, with black textured leathers 
in the same style coming along 
strongly. The same basic shoe in 
bright reds, either textured or soft 
kids, is showing the strength pre- 
dicted for it at the early showings. 





walk softly on 
ribbed crepe rubber soles 


The lightweight, light-treaded 
crepe rubber soles practically 
lift your feet for you! 
Designed to take you ‘round the 
world with comfort in 

¢ every step... 
Beautifully tailored of soft, pliable 
calf, for the woman w st 
look well-groomed on her 
feet many hours a day. 


GHILLIE TIE: Bleck or Ton 16.95 
SLIP-ON: Red, Black or Ten 15.95 


Some of the comfortable bounciness of 
the crepe sole shoe is apparent in this 
ad. Imperial, New Orleans. (4 cols.) 





Review /“ 


Retail Trade 


head bed 
reas 
—_— ~ 

















—_ 





— 











Novelties and shoes of limited use- 
fulness are proving hard to get rid 
of, especially in the volume and 
middle-priced field. 

Probably the luckiest retailers 
are those with a strong trend to- 
ward teen-age specialties. This field 
has felt the least let-down, appar- 
ently because parents can always 
scratch out money for the kids’ 
shoes. Boys’ wear is little 
affected. 

Teen-age girls are going hard for 
textured flatties, usually with a toe 
pointed to some degree. Conserva- 
tive stylings are wanted, seldom 
with more than a bow, a couple of 
buttons, or perhaps a small metal 
buckle. High ornamentation and 
fancy design is definitely out for 
this set. 


also 


* * * 


Downtown Baltimore Bewails 
Cold As Shoe Volume Fades 

THE PROLONGED cold spell hit 
Baltimore with the rest of the East- 
ern Seaboard, and it hurt—especially 
on key shopping days. Most of the 
damage, however, was confined to the 
downtown area. Suburban outlets and 
independents in the outlying sections 
reported trade varying from fair-to- 
middling to good. 

Even downtown volume wasn’t too 
bad. One big department store re- 
ported early February sales about 
even with last year. Another said 
volume was within a_ percentage 
point or two. An encouraging style 
note was an early call for red. Pat- 
ents held well. 

One big downtown outlet, almost 
empty on a particularly severe day, 
found comfort in an almost unprece- 
dented event; 490 pairs were ordered 
by mail and telephone. Generally 
speaking, post-inventories were about 
what most merchants expected— 

[CONTINUED ON PAGE 66] 
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true 
(el—lold mdlali—ja' 


the feel 
of silk 


new leather of 
imagination and 
beauty 


Look into the pearly depths of Samoa’s silk-smooth 
finish—you’ll see new ideas for your fall styles. True 
essence of pearl gives Samoa unusual, unexpected excite- 
ment. Quality kip gives it a luxurious, supple feel. Samoa’s 
ARMOUR LEATHER COMPANY 7 enchanting colors are in tune with all the new, smart- 

est fashions. Let Samoa accentuate your most elegant 


ee ar ee * Seng aw designs. It’s another bright new example of progress 
210 South Street © Boston 11, Massachusetts 
2 Jacob Street * New York 38, N. Y. from Armour Leather. 
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CURRENT CONDITIONS 


COs 


SHOEMAKING CENTERS 


: Manufacturing#Markets 


New York 


SHOE manufacturing in New York is going along at a 
seasonal high. Production in most instances is up to capac- 
ity and there is sufficient cutting ahead to keep factories 
busy through April and beyond. First spring orders have 
already been delivered, in many instances; and reorders 
are coming in at a satisfactory rate .. . proving the 
strength and acceptance by consumers of certain numbers. 


Manufacturers indicate that those retailers who played 
it “cautious” and who specified meager spring buys on the 
basis of the early Easter . . . may find they have short- 
changed themselves. They will be short of wanted shoes. 


Black patent leather, of course, has been featured im- 
portantly in every line and continues to be strong. At the 
same time, there has been a definite pick up in red and 
blue shoes. Closed shoe types have continued to account 
for the major portion of shipments to date but open shoes, 
casuals and even wedges and thongs are beginning to come 
in strongly, since spring is the open season for these types. 

Manufacturers are optimistic about the prospects for 
business. They anticipate that the retail picture will im- 
prove with the first “break” in the cold weather . . . that 
retailers’ inventories are in good shape and the majority 
of merchants are in an open to buy position. . . . Reorders 
are expected to continue at a satisfactory rate. 


Chicago 


PLANS for fall are hinted at as Chicago manufacturers 
concentrate on production of second runs for May and 


June delivery. Fill-ins and re-orders on pre-Easter shoes 
are coming in at a steady pace. Local retail business is 
beginning to hit its stride, despite the handicap of severe 
winter weather. 

In fill-ins, patents continue to point to a record season, 
with early preference falling into the closed tapered toe 
category. Blues are more active than in recent seasons 
and reds show good strength. There have been persistent 
calls for brown, with many retailers caught in short supply. 

Second run orders show a good demand for black calf 
in opened up types. Recent orders have also included 
additional white patterns, brought out since the National 
Shoe Fair and other showings. However, white orders, 
from the volume buyers, are down somewhat. They are 
based on retail sales last year, which were not good. Spec- 
tator orders do not show any great strength. However, 
retailers are placing most of their bulk orders in mesh 
shoes—black, blue, and white. They point out that mesh 
replaces many lost sales in other shoes for summer. Except 
for the high style salons and some of the chains, most 
buyers continue cautious on pastels. 

The question of the acceptance of needle toes persists, 
despite their acceptance in high fashion quarters. The 
outlook is definitely bearish among suppliers that feed 
the middle of the road stores. Needle toes have not yet 
caught on to any great degree here. Consequently, some 
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lines have been shortened to a minimum of needle toe 
patterns. 

The tapered toe has almost completely taken over, how- 
ever. This is a trend that is expected to swing over into 
fall ‘and bears important consideration at this point. The 
lower heel, high fashion shoes, gain in number of styles 
offered, and in acceptance. This offers possibilities for 
great growth and the lower heel may well be a style feature 
rather than a comfort angle in fall presentations. 


Los Angeles 


Loca manufacturers are far from shut down; produc- 
tion is fairly good although definitely below last year this 
time. This, in spite of an early Easter, adds somewhat to 
the maker’s apprehension. 

While orders may be down, production efficiency is defi- 
nitely up. Manufacturers state their workers are turning 
in a more honest effort than in years, apparently spurred 
by rising rolls of unemployed. Said one maker of women’s 
“T haven’t had an employe tell me to go to hell in 
” which may prove to be a healthy situation 


casuals, 
three months, 
for the entire business. 

The fill-in orders as well as buys of spring styles find 
bread-and-butter shoes predominating even more than 
usual. Buyers seem to want to take things they are sure 
of, strictly in most-wanted sizes. As for the sleeper that 
might prove to be a hot one, they seem to be willing to 
let the other guy find it, then tag along after him. It makes 
the introduction of anything new doubly difficult. 

Current business conditions have proven to be a spur 
to the in-stock houses. Independent retailers who have 
never bought from these sources are expressing interest in 
them as a means of cutting their gamble. 

There is little talk of higher prices, for the first time in 
several years. The feeling of caution and “wait and see” 
extends to holding the line on everything, including costs. 
This will probably change with the expected business 
upturn this summer but it’s too far in the future for most 
shoe makers to speculate on. 


St. Louis 


THE spring wholesale season, as St. Louis manufacturers 
see it, will continue to run behind last year’s totals. A 
year ago at this time plants were operating at capacity, 
often with overtime. At present, excluding a small amount 
of Saturday work by specialty houses, daily output is run- 
ning between 10 and 15 per cent under capacity. 
Spokesmen for manufacturers say that the retail pace 
around the country has been spotty, but generally down 
in many wide areas due to heavy winter 
International Shoe Company has reported a 34.7 per cent 
increase in mail order sales for the December-January 
period, compared with year ago levels. This increase cov- 
ered sales volume for the company’s three general line 
divisions, RJ&R, Friedman-Shelby and Peters. 
The increase was attributed to two factors. Last 
[ CONTINUED ON PAGE 
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Portrat of Father, dewen by Vivwns Gould. age 6 


special knowledge to fit growing feet. Like knowing 
that the most growth is from the heel to the ball, not 
im the toe. The man who fits Little Yankee shoes is an 
ezpert on growing feet. In fact, most Little Yankee 
fittere can even fill » doctor's prescription on shoes. 
Your child can’t tell you. You can't tell. It takes (Correct anewer is C.) 


ate Wa. 


Your child tries on a new shoe. You think it looks right. 
But the child says it doeen’t feel right. Do you A (] take 
the shoe anyway; B [] ask for another shoe; C (] leave 
it to the Atter. 
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LITTLE YANKEE SHOES 





New parent-motivation campaign sells fit! 


How do you rate as a parent? Here is a headline 
“stopper”. Parents are terribly insecure when buying 
shoes for their children. Does the shoe fit? Doesn’t it? 

Now look at the picture. A girl’s drawing of her Dad. 
Revealing the child’s love. Pure motivation. 

Read the motivational copy. Questions and answers — 
to allay the fears of all parents who buy children’s shoes. 

Where will these ads appear? Ladies’ Home Journal, 
Parents’, N. Y Times Sunday Magazine. This Spring. 
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What will this motivation campaign do for you? It will 
give parents full confidence in your store. It will lift your 
store high above competition. 

Yankee Shoemakers Division of Sam Smith Shoe Corp., 
Newmarket, New Hampshire. 


Little Yankee Shoes 


fit for the child you love 
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Packaging Revolution 


[CONTINUED FROM PAGE 41] 


the dual purpose of display and mer- 
chandising. 

4. It conveys immediate brand or 
dealer identification. 

5. It may be color-keyed to sea- 
sonal promotions. 

6. The package is engineered to 
assure ease of handling and storing 
for the retailer. 

7. It promotes the product in both 
a service and self-service environ- 
ment. 

The selling power of the tag — 
which is often astonishing—has been 
proved by many tests. A leading ad- 
vertising agency recently conducted 
a statistical analysis on the sale of 
tagged clothing at a major depart- 
ment store. The tags informatively 
listed the sales points of the product. 
Tagged items outsold their identical 
counterparts, similarly displayed and 
priced 10 per cent lower, by a ratio 
of 13 to one. 

Aside from test results, which can 
become aggravating by their very 
persistence in claiming infallability, 
many success stories have been built 
around new product packaging. They 
provide convincing evidence. 

Two years ago a well-known candy 
company put its products into the 
super markets for the first time. The 
penetration attempt failed badly. 
One year later the company tried 
again and experienced the greatest 
annual volume increase in its his- 
tory. Why? The reason, as stated by 
a company vice president: ‘The 
name was the same. The quality was 
the same. The package was new. It 
must have been the package.” 

To further investigate the value 
of packaging for shoe men let us 
trace a package from the manufac- 
turer to its final resting place in the 
home of a shopper. 

The retailer wanted a shoe box 
which could be converted into an at- 
tractive carrying box the customer 
would actually want to take with 
her. He would thus eliminate dupli- 
cate bagging or wrapping, and at the 
same time advertise his brand or 
store on the street and in the home. 

Also since the retailer’s storage 
space was limited he wanted a box 
that would occupy a minimum of 
space and one which he could order 
in volume. 

The packaging manufacturer de- 
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veloped a product which was shipped 
and stored flat, which provided a 
pop-up handle, and which was so at- 
tractive in color and design it could 
almost become a permanent acces- 
sory. Upon making a sale the shoe 
fitter—after producing the pleasing 
and handy box—got the shopper to 
agree to carry the shoes with her. 
He thereby avoided delivery costs. 
As the shopper strolled downtown, 
visited her friends, or stopped for 
lunch at a fashionable lounge, the 
box, with its inscription, was seen 
and noted by many persons. Possi- 
bly the box was color-keyed to the 
promotion of the season as well. 
Eventually the box came to rest in 
the consumer’s home, there to be 
seen by her family and possible drop- 
in company too. In all likelihood the 
box was not thrown away but put in 
a closet for future use. If the shop- 
per had a teen-age or college-age 
daughter the box may well have been 
spirited off to school where the re- 
tailer’s name once again received 
attention. It would be difficult if not 
impossible to purchase this type pub- 
licity through any other medium. 


Tags Help Sell 
Quality Shoes 

BARRETT & COMPANY, Newark, 
N. J., makers of Llama and other fine 
calfskin leathers, have developed a 
tagging program with the idea of 
helping shoe retailers sell quality 
shoes. The tags are available to 
manufacturers for enclosure with the 
merchandise. 


The tags, which are attractive, 
informative selling pieces, have two 
functions: to encourage the customer 
to buy a quality shoe by pointing out 
the advantages; and to give the 
salesman information that will help 
him close the sale. 


The tags are printed in attractive 
colors on good quality papers. They 
concentrate on adding to the custom- 
er’s knowledge about leather and 
shoes in general and stress the ap- 
pearance, feel and history of fine 
leathers, information that is equally 
valuable for the shoe salesman. 


What’s in a Shoe 
and How to Sell It 
[CONTINUED FROM PAGE 37] 


part of the shoe—and may even 
symbolize the shoe’s quality values. 
So if they’re apparently that inter- 
ested in the sole, here’s an obvious 
opportunity to make the most of 
the sole’s inherent merchandising 
and selling features. 

There are a surprising number 
of these features in the sole—more 
of them than the average shoeman 
realizes or uses in his selling. Let’s 
take a look at them. 

Wear. This is without doubt the 
most common and most sought-for 
feature in a sole. By “wear” we 
mean what’s technically termed 
“abrasion resistance.” Wear value 
plays a very important role in 
men’s and juvenile shoes. But 
abrasion resistance value plays 
only a small role in most women’s 
shoes. Over the past decade manu- 
facturers of all types of soles have 
striven to lengthen the wear life of 
soles, and this has become an im- 
portant feature in the promotion 
and selling of soles. However, it’s 
well to keep in mind that wear 
value alone, if achieved at the ex- 
pense of other qualities, can be 
detrimental rather than advan- 
tageous. To take an extreme, an iron 
or wood sole will outwear any con- 
ventional soling material. But, for 
obvious reasons, there is no demand 
for iron or wood soles. Wear value is 
very important in soling materials— 
but only in proper perspective. 

Weight. Formerly, to obtain de- 
sired wearing quality in a sole you 
simply added weight to the sole. 
Today the trend is in reverse, with 
more and more demand for light- 
weight soles. And because our modern 
soles can be long-wearing without 
addition of weight, we now have the 
ideal of long-wearing lightweight 
soles. Also, the long-term trend 
toward dressier and casual footwear 
alike, required the use of light- 

[CONTINUED ON FOLLOWING PAGE] 
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weight soles. Modern chemistry, ap- 
plied to soling, came to the rescue 
and delivered the demanded light- 
weight sole. 

Thickness. Again, thanks to mod- 
ern chemistry and research, we can 
have the relatively “thin” sole 
without sacrifice of necessary wear 
values. We can also have the rela- 
tively “thick” sole, such as for sport, 
casual or industrial footwear use, 
without adding weight. The thickness 
of the sole is today far more than a 
utility feature, but is a definite 
styling feature of the shoe. Incident- 
ally, sole thickness is measured in 
“irons.” An iron is 1/48 of an inch 
in thickness. Thus, an 8-iron sole 
would be 1/6 of an inch in thickness. 

Flexibility. This feature is obvious 
to every shoeman. A good degree of 
flexibility is essential to foot health, 
and to comfort in walking. The whole 
trend in footwear in recent years has 
been toward more flexible shoes— 
which means primarily flexibility of 
the outsole. An essential test in all 
soling materials is the flex test—an 
apparatus which will bend or flex the 
material tens of thousands of times 
to determine how many flexings it 
can take before cracking, for ex- 
ample. Or another kind of flex test: 
determining the pressure required to 
bend or flex the material to any given 
degree. Thus, a flexible material re- 
quires less pressure to bend to a 
45-degree angle than will a rigid 
material. The bending pressure re- 
quired from the testing machine, is 
the same pressure required by the 
foot to bend that material. 

Porosity. The broader, more dra- 
matic term for this is “breatha- 
bility.” The technical term is “water 
permeability.”’ The latter means the 
rate at which foot moisture is evap- 
orated through a given area of mate- 
rial. Should a shoe sole “breathe”? 
This has become a point of strong 
debate among the makers of different 
types of soling materials. Sole leather 
tanners make a strong issue of the 
“breathability” of leather soles as an 
important asset to foot comfort and 
foot health. Counter-arguments, how- 
ever, stress that if the “pores” in 
leather permit the air to go through, 
the same pores permit water to go 
through. Another counter-claim is 
that while sole leather may breathe, 
the breathing value is lost because of 
the layer of cement or bottom filler 
required between the outsole and sole 
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upper. 

Other points come into this debate. 
For example, women’s and girls’ 
shoes are usually “open” to some 
degree in the upper, permitting all 
the necessary foot ventilation. Or 
again, while there may be no “breath- 
ing” directly through the sole, all the 
necessary ventilation comes through 
the porous upper material and also at 
the seam between upper and sole 
(where water will often seep in, 
as when children walk through 
puddles). 

However these points of debate 
may be eventually settled, it is ob- 
viously of some advantage to have 
some degree of porosity in the sole— 
provided it is achieved without sacri- 
fice of other soling requisites. Poros- 
ity has thermal values, such as keep- 
ing the foot cool in summer and 
warm-dry (due to evaporation of 
foot moisture) during winter. 

Edge Trim. You can frequently 
detect the quality of a shoe (or a 
sole) by its edge trim. Generally, the 
smoother and cleaner the sole edge, 
the better the quality of the sole and 
shoe alike. Edge-trimming is one of 
the most skilled and highest paid 
operations in the shoe factory. That’s 


sk 


Typical Oak Soles, left to right, flexible 
suede finish, standard smooth finish, and 
Armatan, a resin-impregnated sole for 


children's shoes; treatment increased 
flexibility and wear. Armour Leather Co. 


because the sole edge is so indicative 
of quality. Inferior soling materials 
are often slightly frayed or rough, 
despite the edge-trimming effort. 
Color. This is a styling feature of 
growing importance in shoe soling. 
Color is used today in either match- 
ing or contrasting shades against the 
upper. In the synthetic soling mate- 
rials, practically any color or shade 
desired can be produced. Also, nov- 
elty uses are being employed, such as 
multiple-colored sole bottoms. Many 
years ago, color was achieved 


through “painting” the sole. How- 
ever, the “paint” soon wore off. 
Today’s materials permit thorough 
color impregnation; that is, solid- 
through color that doesn’t wear off. 

Design. This is another styling 
feature becoming more prominent in 
soling. The aim, from a styling 
standpoint, is to give the sole “char- 
acter”—to make it a point of mer- 
chandising appeal, or fashion appeal, 
or just plain distinctive in some way. 
In Europe, many fancy and intricate 
soling designs are used on leather 
soles, applied by a skilled hand. This 
would be a costly “extra” operation 
in the U. S., and hence is used far 
less. “‘Wheeling” is a term used for 
the serrated design on the top or 
upper edge of the sole, and is a 
design feature. 

Design also has a functional value 
on some types of soles, such as to 
make them non-slipping as in certain 
kinds of industrial-type shoe soles. 
Sport and casual shoes frequently 
have certain designs to add some- 
thing to the “sport” appearance of 
the shoe in general. Incidentally, just 
as an entertaining sidelight, the 
ancient Romans and Greeks used to 
carve the names of their wives or 
husbands or sweetheearts on the 
soles of their shoes. Thus, every- 
where they went they left a wake of 
imprints, indicating undying devo- 
tion to their loved ones. 

Water resistance. Soling materials 
are more and more being treated to 
provide a good degree of water re- 
sistance. This is particularly true of 
leather soles, whereas rubber or syn- 
thetic soles, by nature of their mate- 
rials, have built-in water-resistance 
features. Water resistance is particu- 
larly important in children’s and 
work shoes. 

Non-slipping and non-marking. In 
recent years these features have been 
promoted and merchandised, particu- 
larly in children’s shoes. They are 
“plus” features in selling. However, 
in work or industrial footwear the 
non-slip factor is quite important, 
especially for persons working on 
floors covered with grease and oil. 

Shape retention. The importance 
of this factor is not fully appreciated 
by many shoemen in evaluation or 
merchandising of the sole. Why do 
the soles on some shoes “curl” up at 
the edges or at the toe, thus distort- 
ing the shoe? Why do some soles 

[CONTINUED ON PAGE 56] 
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HANDLES 


What an elegant way to save money! 
You get a fashionable package whether 


you use box, bag or wrap. Carry- Pack is fast 





and easy to use; eliminates expensive 
custom boxes and messy string. Available 
in beautiful colors that can be imprinted to 


match your design or advertise your store. 


MAIL THE COUPON NOW FOR FREE 
DEMONSTRATION OR SAMPLES! 
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What’s in a Shoe 
and How to Sell It 
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“spread” with wear? Why do we 
have a sole separation from the up- 
per (broken stitches or loosened 
cement bond), particularly in child- 
ren’s shoes? When these things 
happen the shoe becomes defective, 
and also loses appearance value. 
“Curling,” when it occurs, usually 
takes place with non-leather soles. 
The occurrence is far less frequent 
today than in the past. It is usually 
found in solings of inferior mate- 
rials. Studies show that it happens 
because with wear, the leather upper 
“shrinks” or otherwise changes in a 
certain degree and direction, while 
the non-leather sole changes slightly 
in another degree and direction. The 
conflict of “stresses” sometimes 
causes “curling.” In the case of 
“spreading,” it usually occurs with 
some types of leather soles—almost 


always low-grade leather soling. It’s 
due to the less stable leather fibers 
which “spread” with wear. It never 
or rarely occurs with good quality 
sole leather. 

Seam breakage, or “grinning” 
seams, or other separations of sole 
from upper are almost always trace- 
able to the shoemaking—a failure of 
the stitching or thread, or of the 
cement or bond. 

But an important feature of any 
good soling material is that it holds 
its shape with wear—and at the 
same time helps hold the shoe in 
shape. 


The Soling “Families” 

Outsoles belong to one of four 
basic “families”: (1) leather; (2) 
synthetic; (3) rubber; (4) special 
or miscellaneous. 

Leather is the oldest type of out- 
sole known. Mankind’s first shoes 
consisted of a piece of coarsely 
tanned hide wrapped around the foot. 


This footwear later became “refined’”’ 
by the addition of an extra slab of 
leather placed on the bottom of the 
shoe for extra protection. And so was 
born the “true” outsole—a unit sep- 
arate from the rest of the shoe. 
Leather has all the attributes for 
a fine soling material, has always 
been considered an ideal sole. How- 
ever, about a decade ago, with the 
entry of new soling materials, par- 
ticularly of the nuclear or synthetic 
type, leather found itself at a rela- 
tive disadvantage on several impor- 
tant factors—wear and price espe- 
cially. But over the past few years, 
leather research has brought in new 
developments which, according to the 
sole leather tanners, have given a 
whole new character to sole leather 
and will greatly revise the competi- 
tive situation in soling materials. 
Today, for example, we have resin- 
impregnated leathers which appre- 
ciably increase wearing qualities and 
[CONTINUED ON PAGE 60] 





NSRA: Organised for Retailer Service .... 


Many shoemen are unaware of the broad scope of NSRA activities. These include a con- 
tinuous flow of information in buying, merchandising, promoting, personnel, and training. 
It provides eyes and ears for members in government legislative and regulatory matters. 


Three Years 
Francis W, Callahan | 
Z. Albert Joseph Howard M,. Preston 
Clovis Saunders 
William Scheft 


Schwartz 


James M. Kempner 
William T. Lewis 


E. D. 


William R. Miles, Jr. 


Two Years 
William J. Crawford 
William L. Gude 
Larry J. Horan John O'Connor, Jr. 
R. Frank Hurrle C. C. Poplin 
Ralph Roussy 


Louis B. Keane 
Louis Liebson 


One Year 
A. G. J. Clarence Powell 
Marcus Rice 
Sam H., Sullivan 
L. E. Tuffly 


Walker 


Bourneuff 
J. T. Kirkpatrick 
John W. Morgan 


Pass 
Louis E, 


Keeve B. 





The Finance Committee directs the 
financial affairs of the NSRA. 
Treasurer - 

Gilbert Hahn 

John W. Morgan 
John O'Connor, Jr. 
Clovis Saunders 
William J. Crawford 


Chairman - 

Albert Wachenheim, Jr. 
David S. Hirschler 
Louis Liebson 

George B. Hess 
Harold F, Volk 


The Nominating Committee recommends 


annually nine members for Board of 
Directors. NSRA members may endorse 
additional candidates. 





Louis Liebson 
Marcus Rice 
Edward D. Schwartz 


Chairman - 
L. E. Tuffly 
Augustin D, Bourneuf 


The Executive Committee exercises the 
power of the Board during intervals 
between meetings of the Board of Directors 


Chaiman - 
Louis B, Keane 
Marcus Rice | 


J. T. Kirkpatrick 
Clovis Saunders 
Albert Wachenheim, Jr. 











President - Lloyd W. Nordstrom 
Treasurer - David S, Hirschler 

Executive V. P. - Edward J. McDonald 
Secretary - Thelma C. Hennessey 


Executive Officers are ex-officio 
members of all operating committees 





The Projects Committee develops ways 
to improve and expand the activities and 
services of the NSRA. 
Chaiman - J. T. Kirkpatrick 
John W. Morgan 
Harry E. Fontius 
Larry J. Horan 
R, Frank Hurrle 
Steven J. Jay 
James M. Kempner 


Keeve B. Pass 
William Scheft 
Sam H., Sullivan 
Louis E, Walker 
W. Otto Warn 





The function of the joint committee is to 
formulate the overall policy and programs 
in connection with the annual NATIONAL 
SHOW FAIR sponsored and operated by the 
National Shoe Retailers Association and the 
National Shoe Manufacturers Association. 
Members from NSRA are: 

John W. Morgan 
William J. Crawford 
Keeve B. Pass 
Marcus Rice 

Clovis Saunders 


George B. Hess | 
Gilbert Hahn 

David S. Hirschler 
Louis Liebson 

Owen W. Metzger 











The Public Relations Committee recommends 
policy and methods to create greater public 
acceptance and consumption of footwear. 








William R. Miles, Jr, 
pa 





MEMBERSHIP COMMITTEE 


The purpose of the Membership Committee 
is to develop methods to promote the 
activities and services of NSRA within the 
industry. 


Chairman - 
Clovis Saunders 
Z. Albert Joseph 
William T. Lewis 


Owen W. Metzger 
Howard M, Preston 
Ralph Roussy 








Gilbert Hahn 

George B. Hess 
Larry J. Horan 
Louis B, Keane 


Owen W. Metzger 
Edward C, Orr 
Clovis Saunders 
Harold F. Volk 





ba , 
*Committee members also serve as 


NSRA trustees of National Shoe Institute 
sponsored by 

National Shoe Retailers Association 
National Shoe Manufacturers Association 
National Association of Shoe Chain Stores 
New England Shoe and Leather Association 
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Nothing Takes the 
Place of White 


[CONTINUED FROM PAGE 35] 


one style this spring, has been a best 
seller in a closed toe, open shanks and 
open back silhouette. Large cutouts 
are used on closed vamps. 

Entirely closed pumps will con- 
tinue into summer in white, most of- 
ten touched with color. Some of these 
styles will be classical spectators, 
coming back into favor. Others will 
be the “new” spectator, a tailored 
type with contrasting trim. This type 
has gone on from year to year very 
successfully as a shoe that looks 
right with both tailored and more 
dressy summer clothes, in the city or 
in the suburbs and the country. A 
new look to all these more tailored 
white shoes is the stacked leather 
heel and, on some, an extension sole 
looking like a welt. Contrasting non- 
leather soles, contrasting moulded 
soles, natural color ribbed crepe soles 
give new interest to the bottom. 

A variety of heel heights and 
shapes are giving a fresh look to 
many summer styles. Keg-shaped, 
stacked leather heels add new in- 
terest. Wedges are rounded or barrel- 
shaped, as well as sculptured and 
scooped. Covered heels are very high 
and slim; medium in height and con- 
siderably thicker; very low and 
shapely, a little Louis as low as 10/8. 
And treatments on the new white 
shoes are many and pretty: perfora- 
tions, stitchings, cutouts, pipings, 
overlays, underlays, bindings, fring- 
ing, lacings, collars and ornaments. 


Materials Used in 
the Making of Shoes 


| CONTINUED FROM PAGE 43] 
opaque state as shoe uppers or 
trim. They can be made to simu- 
late leather and leather finishes. 

Plastics can be combined or lam- 
inated with fabrics, cork or felt to 
make acceptable counters and toe 
boxes such as pyroxylin, covering 
for heels, ete. 

Rubber materials used are: 

Latex (rubber hydrocarbon) is 
derived from the Latin, meaning 
liquid. It is used as an adhesive in 
the manufacture of shoes. 

Foam rubber—latex is whipped 
until it is completely mixed with 
air, resulting in a foamy aerated 

[CONTINUED ON PAGE 65] 
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Editorial Outlook 
[ CONTINUED FROM PAGE 27] 


No American industry should be made expendable to 
promote the export position of another part of the economy. 
Soft goods are the very lifeblood of retail trade. Many 
foreign-made articles commonly seen in American stores 
are not available to the populations of the countries of their 
origin. They are produced primarily to earn dollar credits 
for the exporting country. Dumping and the import of 
subsidized goods should be penalized as required by exist- 
ing law. 

The prospects for increased exports of finished leather 
by American tanners are not bright. Realistic foreign 
trade policy will recognize that fact and insist that “rec- 
iprocity” be made to mean what it says. Relief for the 
tanning industry is obtainable under the Escape Clause 
of the existing law and the proposed bill .. . if the Tariff 
Commission and the President can be impressed with 
the seriousness of the situation. 


April Weather 


[CONTINUED FROM PAGE 45] 


ern portions of the Prairie Provinces in Canada. A similar 
wet trend occurred last April. Temperatures will be com- 
paratively mild in Canada, Minnesota and the Dakotas. 
However, western Kansas and Colorado should be colder 
than usual. 


Area V: South Central 


The eastern half of this region, including Arkansas, 
Louisiana and the eastern sections of Texas and Oklahoma, 
will be generally warmer and wetter than normal. Farther 
west, conditions should average colder and drier than 
usual. Dust storms will be even more frequent than usual 
this April, especially in the Big Bend and Panhandle areas 
in Texas. 


Area VI: Northwest 


Wetter and milder than normal is forecast for most sec- 
tions of the Northwest and British Columbia. Temperatures 
will range as much as three or four degrees above normal 
in such key stations as Portland, Seattle and Vancouver. 
Precipitation will be especially heavy in western Oregon, 
where many locations will average close to 150 per cent of 
normal. 


Area VII: Southwest 


Practically all of California will be wetter than usual 
this month. Coastal stations, including San Francisco, 
should average 150 per cent, or more, of normal rainfall. 
Other states in the Southwest, however, will be quite dry. 
Temperatures will be near normal in California and four 
or five degrees below normal along the western slopes of 
the Rocky Mountains. 

“Investigate” really means “looking for footprints” be- 
cause the word is composed of two Latin words, “in,” which 
means “in” and “vestigo.” or “follow a footprint.” This 
latter also gives us our word “vestige,” as “there is not a 
vestige of truth in the statement,” or, in other words, “not 
a footprint of the truth.” 


An American shoe superstition that refers to love dic- 
tates that if a girl places her shoes beside her bed with 
the heel of one against the middle of the other she will not 
only have happy dreams but will experience future good 
luck in romance. 
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Manufacturing and Markets 
[CONTINUED FROM PAGE 51] 


the company opened new general line warehouses in Man- 
chester, N. H., and in Atlanta, Ga. At the same time, it 
introduced a merchandising program called “Never-Out,” 
which provided that best selling styles would be stocked 
in depth at the new warehouses as well as in the com- 
pany’s central warehouse in St. Louis. Under the “Never- 
Out” plan, orders are reported filled within 48 hours after 
reaching stock. 

A local warehouse consolidation program, in process 
since early in 1957, has been completed by International. 
As the result of the program, plus declining business con- 
ditions, about 130 warehouse employes have been laid off. 
International formerly had three warehouses here in which 
shoes were stocked by brand name. Now warehousing has 
been consolidated in two buildings and shoes are divided 
into men’s, women’s and children’s types, regardless of 
brand. 

Ruth Kerr Fries, style consultant for Amalgamated 
Leather Companies, Inc., previewed her new fall colors 
and leathers for St. Louis manufacturers recently. With 
the national emphasis currently on space travel, satellites, 
and other out-of-this-world projects, Amalco leathers for 
fall play up lightness of material to suit softly constructed, 
“weightless” shoes of all types. A fine glace kid named 
“Hi-Fi” was well received, especially in Buckwheat and 
Damask Rose colors. The latter, a soft, ladylike, becoming- 
to-many color, showed up capably also in Everkleen suede. 


New England 


Cautious buying on the part of retailers continues to 
have a mixed effect on the New England shoe industry. 
Many makers of women’s novelty footwear are fairly busy. 
So, too, are those factories which specialize in casuals. 
Neither, however, have any considerable backlogs of or- 
ders. Orders for women’s dress shoes continue to lag and 
most manufacturers report they are operating almost on 
a day-to-day basis. 

Men’s high grade manufacturers find themselves with 
more satisfactory backlogs and there is a slightly increased 
demand for the medium and lower grades. 

This has served to strengthen the leather market. Side 
leather prices have been noticeably firmer, and tanners 
were demanding two cents per foot more for kips. 

A New England Shoe and Leather Association analysis 
of preliminary data released by the U. S. Bureau of the 
Census, shows that this section of the country produced 
194,513,000 pairs during 1957, a decline of 3.6 per cent 
from the previous year. New England factories made 32.8 
per cent of national production. In terms of dollar value, 
New England shoe shipments totaled $686,789,000, equiva- 
lent to 32.1 per cent of the value of all shoes shipped 
throughout the country. 

Massachusetts again led the nation with a total produc- 
tion of 95,914,000 pairs. Maine was in fifth place with 
production volume of 49,274,000; and New Hampshire 
followed in sixth place, with volume of 39,147,000 pairs. 


Today’s bootblack who stations himself at the corner 
of any busy street in any busy city in America with 
a standing offer to be of service, is an import form Europe. 
The idea originated there back in the early 1800s when 
the well dressed man just had to have his boots polished 
frequently and thoroughly because the streets were paved 
so badly and lacked proper drainage. But there was quite 
a difference in the polish that was used: It usually con- 
sisted of white of egg mixed with lamp soot. 
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There's a world of comfort in . 


Bass 
Weejuns* 


There’s a “World* of sales appeal, too— 
in 


Bass Weejuns’ 


The national advertisement 
reproduced here 
appearing in 
SPORTS ILLUSTRATED 
and 
ESQUIRE 
illustrates the men’s 
No. 734 in smooth leather 
and the 
No. 495 in grain leather 

... the original 
indoor-outdoor casual, 
first on the market, first promoted 


Originators of Weejuns* 


*T. M. REG 


G. H. BASS & CO., Dept. BS-3, Wilton, Maine, 614 Marbridge Bldg., N.Y.C. 1, N.Y. 
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What’s in a Shoe 
and How to Sell It 
[CONTINUED FROM PAGE 56] 


add to water-resistance. Several new 
tannages have already been intro- 
duced, providing sole leather with 
new and attractive qualities. Another 
group-research project has resulted 
in what is termed a “revolutionary” 
new tannage (using polymerization 
techniques) that promises sole 
leather of substantially greater wear 
resistance without loss of flexibility 
and breathability. Thus the wear 


value of sole leather has risen con- 
siderably, and is expected to rise even 
more. 

The cost factor has also received 
priority attention. For example, tra- 
ditionally sole leather has had to be 
graded and sorted by quality. This 
has added to costs. Now new tan- 
nages result in more uniform 
“bends” of leather, reducing the 
sorting-grading process, and permit- 
ting the shoe manufacturer to cut 
his own soles. Still another new tan- 
ning method is expected to radically 
cut tanning time and costs. 
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In short, leather soling has taken 
on new features, with even more to 
come. Greater wear and lower costs, 
along with lightness of weight and 
high flexibility, non-slip and non- 
mark features, porosity, the use of 
color—these are among the sales- 
appeal characteristics of modern 
sole leather. 


Rubber and Synthetic Soles 


A rubber sole is simply a sole 
composed predominantly of rubber. 
The rubber can be either natural or 
synthetic. 

More than half of all the shoe sol- 
ing today belongs in a classification 
broadly known as synthetic soling. 
A synthetic sole is made up of spec- 
ially compounded resins and chemi- 
cals which permit the sole to come 
out with the desired properties and 
form. It is basically a man-made 
product composed of some percentage 
of synthetic (but no natural) rub- 
ber. There are three basic types of 
synthetic soles: (1) nuclear; (2) 
composition; (3) cellular. 

Nuclear is a coined name for a 
synthetic sole. The term “nuclear” 
was established some years ago by 
the Rubber Sole and Heel Institute 
to designate synthetic soles meeting 
certain standards or specifications 
such as hardness, wear or abrasion, 
specific gravity or density, etc. The 
nuclear sole, being composed of man- 
made materials, can be “controlled” 
in its manufacture to give any de- 
sired degree or kind of hardness, 
flexibility, wearing quality, color, 
density, etc. This permits a con- 
trolled uniformity of the product. 

The composition sole (a term com- 
monly used by shoe retailers to desig- 
nate—and wrongly—almost any type 
of synthetic soling) is usually a non- 
branded item very low in price, with 
very heavy gravity or density. It 
usually doesn’t meet any particular 
standards or specifications, and isn’t 
particularly controlled in the manu- 
facturing process. 

The cellular sole is a special ver- 
sion of the synthetic or nuclear sole. 
It’s a nuclear sole filled with 
“blown air cells” which expand the 
sole’s thickness without adding 
weight. So-called “foam” or cushion 
or synthetic crepe soles are in the 
cellular family. These are unusually 
light in weight and resilient. 

The whole synthetic soling family 
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has a variety of functional and styl- 
ing appeals: long wear, flexibility, 
lightness of weight, adaptability to 
any desired color and a wide variety 
of soling designs (which are molded 
in or embossed on the sole instan- 
taneously during the making proc- 
ess), water resistance, resilience, 
relatively low cost, etc. The fact that 
this family of soling is a man-made 
product, and that the product itself 
can be man-controlled to produce 
desired properties and uniformity, 
comprises a real asset. 


Special-Use Soles 


These fall into the broad “miscel- 
laneous” group. They include, for 
example, safety and industrial foot- 
wear soles in the synthetic family. 
Such soles have built-in properties 
which make the soles resistant to 
deterioration by oils, greases and 
acids. Or, their design has built-in 
safety features, such as prevention of 
slipping on slippery surfaces. 

There are special functional types 
such as the well-known Ripple sole 
with its ridged bottom design to pro- 
vide a spring-forward action in walk- 
ing. There have since been several 
other innovations based on a similar 
design principle. 

Leather also has application for 
special-use soles. For instance, the 
Nivtop leather sole, “plumped” by a 
special process to give a resilient, 
soft-flexible and long-wearing sole, 
is used on some children’s and in- 
fant’s shoes. 

Other special-use soles are utilized 
on footwear for fishing, hunting, 
boating or other types of sports ac- 
tivities, each with its own footwear 
and soling requirements. Some mili- 
tary footwear is of special design and 
structure to provide, for instance, 
added traction on certain terrains. 

Special-use soles may also be made 
of rope, cork, wood or other mate- 
rials. 


How to Use Soling Features in 
Merchandising and Selling 


Now, you know that shoe soles 
have many functional and styling 
features. But does your customer, 
the consumer, know and appreciate 
these features? In most instances, 
no. Thus, this opens a fine opportu- 
nity to “sell” these features as a plus 
value with the shoe as a whole. If 
done effectively, the customer can’t 
help but see the entire shoe in a new 
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light of appreciation of shoe values. 

The whole package of soling fea- 
tures can be brought to the custo- 
mer’s attention in about one minute, 
with a little practice. You first organ- 
ize the sequence of soling items you’ll 
talk about. Then a few words on each 
of these items. And here’s how you 
can make the “presentation.” 

1) The outsole is the foundation 
of the shoe. It’s the part most di- 
rectly exposed to wear and abuse. [t 
contributes much to the over-all life 
of the shoe. It is the major foot- 
protective element of the shoe. Thus, 


a good sole is a vital part of the 
shoe’s value. 

With this obvious base established 
in the customer’s mind, you now 
show, feature by feature, the several 
things that a good sole means to shoe 
and customer alike. 

2) Wear value. This can be stressed 
in the case of men’s and children’s 
shoes. It should play a secondary role 
in infants’ and women’s shoes. (For 
example, no woman is ever told in the 
millinery shop that a new hat will 
“wear” a long, long time.) But in all 

[CONTINUED ON FOLLOWING PAGE] 
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kinds of shoes, keep in mind that 
“wear” alone isn’t the principal sell- 
ing feature, hence shouldn’t be the 
main target. Keep it in proper per- 
spective. When you talk wear value, 
tie it in with other soling values, so 
that the customer knows he’s getting 


good wear value plus other soling 
values. 
3) The sole holds its shape with 


wear. Show what this means in ex- 
tending the over-all life of the shoe. 
Also, that it helps to keep the shoe 
new-looking. And further, that such 
a sole contributes more to walking 
comfort and foot health. 

4) Flexibility. The foot flexes in 
walking. So should a shoe sole. Stress 
that point—then show (demon- 
strate) the actual flex action of the 
sole. Tie this in with ease of walking, 
with foot health and comfort. 

5) Weight. Lightness of weight can 
be stressed—hut always tied in with 
the fact that the lightness isn’t 
achieved at the expense of wear 
values. It’s effective if you can com- 
pare a heavyweight sole with a light- 
weight one. Let’s assume there’s a 
4-ounce difference. Now point up 
this dramatic fact. The average per- 
son takes 10,000 steps a day. That 
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means that with the heavier sole the 
individual is lifting 2,500 pounds or 
144 tons of extra weight daily. Now 
there’s sudden appreciation for the 
lighter weight sole. 

6) Color and design. These are 
styling features and should be used 
as a fashion presentation with the 
shoe as a whole. In talking about 
color, mention color-fastness—that 
the color penetrates through, doesn’t 
rub or wear off. 

7) Water resistance. This is 
rarely mentioned, but is important 
even to women—especially when 
caught in a rainstorm. It’s a very 
strong selling feature in juvenile 
shoes. Use it. 

8) Edge trim. Show this to the 
customer, then emphasize that this is 
a sign of quality in a shoe. Remem- 
ber, the edge-trimmer is a top-skilled 
man, and one of the best paid. There 
must be an obvious reason—because 
sole-edging is so important to the 
appearance and quality value of the 
shoe. This can be converted into a 
selling point. 

9) Non-slip and non-marking fea- 
tures. These are obvious plus values. 
But often they’re by-passed in the 
over-all sell story. They’re important. 








Use them. 


How important is the sole to the 
shoe and the customer? Look at it 
this way—from a “dramatic sell’ 
standpoint. The average person puts 
700 tons of weight on his shoes daily 
(150 pounds times 10,000 steps). 
Thus if a sole gives, say, two months 
of constant wear, it has borne a total 
of 42,000 tons of weight and stress! 
And that’s real value. 

Put it in another dramatic way. 
The average person walks about 
seven miles a day, or 35 miles a week. 
A shoe sole giving two months of 
constant wear has covered 315 miles, 
or more than the distance from Bos- 
ton to Philadelphia. There’s no other 
“vehicle” that will give such low-cost 
mileage. 

Wherever possible, use visual dem- 
onstration. Let the customer feel the 
difference between a light and heavy 
weight sole. Let the customer flex a 
rigid, then a flexible sole. Let him see 
the difference between a worn sole 
that went out of shape, and one that 
held its shape—and what it means 
to the appearance of the shoe. Visual 
or demonstrative selling is a power- 
ful selling tool. 
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Fair at Vigevano 
(CONTINUED FROM PAGE 39) 


and gold pump with a pleated satin 
butterfly trim filling in the deep-cut 
throat line. A trellis motif in fine 
gold wire was effectively interlaced 
in a dark blue vamp by Sara. Cardi- 
nal red shoes were trimmed with 
huge satin roses by Natale Ferrario. 
Sandals showed fantasy in heel dec- 
orations of polka dot organdy bows. 
T-straps were important, especially 
in pastel kidskin and luster calf. 
Walter Crosio reported keen demand 
for flat heel resort sandals with 
multicolor raffia uppers and _ toes 
tilted up gondola fashion. A sandal 
of Piacenza was liked with a molded 
sole and floral chintz vamps. 

In men’s shoes the squared-off toe 
was very much in the forefront. 
Notable examples were oxfords by 
Pegaso and two-eyelet brushed 
leather ties by Fratelli Mairano. 
Perhaps the gayest men’s shoe in the 
show was displayed by Consorzio 
Calzaturieri of Stra; a basket-weave 
tie in small black and white squares 
and sporting half-inch wing tips and 
topline in white calf. 

Significant throughout the shoe 
exhibits was the upgrading in qual- 
ity, with even the makers of popular 
priced shoes using high fashion 
touches and slim heels. With this 
climb up the fashion ladder, Vigevano 
is likely to become a much more im- 
portant resource for the United 
States, particularly if the campaign 
to induce producers to invest in im- 
ported lasts bears fruit. 


Shoppers’ Paradise 
(CONTINUED FROM PAGE 40) 


response to Shoppers Paradise was 
recently made available by the 
Springfield Chamber of Commerce. 
Information was gathered by post- 
card polls, questionnaires, and pe- 
destrian and vehicle traffic surveys. 
Some of the results follow: 

The gross retail income of busi- 
nesses on the pedestrian mall rose 
an average of 14 per cent as com- 
pared to any 10-day period of the 
previous August. Merchants off the 
mall reported a five per cent de- 
crease in gross income. 

Vehicular traffic increased an av- 
erage 432 cars per day at the entry 
to the shopping area. 

Among retailers on the mall a 
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total of 78 per cent thought the ex- 
periment a success, while 22 per 
cent considered it unsuccessful. 
Shoppers overwhelmingly endorsed 
the mall with 77 per cent, stating 
they liked the idea. The conditions 
that motivated this remarkable re- 
tailing experiment which departed 
so completely from _ established 
practice are all too familiar to cen- 
ter city merchants—many of them 
shoe men—throughout the U. S. 

Gradually, the symptoms of phys- 
ical deterioration became evident in 
downtown Springfield. Some build- 
ings were empty, creating gaps in 
the pedestrian shopping pattern. 
Many other buildings were rapidly 
deteriorating. Morale among store 
men sagged badly and retail volume 
fell below other Oregon communi- 
ties of comparable population. 

Late in 1956 the Chamber of Com- 
merce and the City Planning Com- 
mission initiated a study which iso- 
lated some of the largest problems. 
Traffic volume of 10,000 vehicles 
per day was causing congestion and 
conflict with parking and pedestrian 
movement. Most parking places 
were located in the least desirable 


areas, and their use was difficult and 
hazardous. 

The ribbon arrangement of stores 
on both sides of Main Street dis- 
couraged casual pedestrian shop- 
ping. The downtown area was also 
physically unattractive and did not 
provide a pleasant shopping en- 
vironment. 

The investigators determined that 
a dramatic program treating the 
causes of deterioration was neces- 
sary to restore the confidence of the 
downtown community. Gradually, 
plans for the pedestrian mall took 
shape. The City Council passed an 
ordinance authorizing the experi- 
ment, and pledged the aid of its 
street and police departments. The 
Highway Commission agreed to the 
rerouting of traffic, and cooperated 
by stripping the by-pass street for 
through traffic, providing emergency 
signs, and furnishing traffic coun- 
ters. 

The working committee for the 
test then decided to conduct the 
experiment in conjunction with a 
retail promotion in order to attract 
as many consumers as possible. A 
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totai of $3,500 was raised, with 71 
per cent of the firms in the area 
contributing. Of this amount, $2,900 
was spent for construction, includ- 
ing scaffolding, signs, street mark- 
ing and landscaping. 

Advertising was done by individ- 
ual merchants in conformance with 
the theme of the experiment. The 
balance of the funds was spent for 
the exhibits and attractions which 
so contributed to the light and fes- 
tive atmosphere shoppers so often 
commented on. 

Public curiosity had been fully 
aroused when Shoppers Paradise 
was completed. Crowds continued 
above average for Springfield mer- 
chants throughout the 10-day test 
period and many persons shopped 
in Springfield for the first time. 

Small cities across the nation 
looked on with interest. Committee- 
men were showered with requests 
for more information. A brochure 
was prepared and made available 
upon request. The incentive of the 
Springfield test has since sparked 


similar experiments in Oxnard, 
Calif., and Waco, Texas. 
Today Springfield is debating 


whether to make the mall a perma- 





nent downtown feature. Merchants, 
city officials and townsmen are ar- 
rayed on each side of the question. 
Polls taken among retailers located 
on the small breakdown with 52 per 
cent in favor and 48 per cent 
against the new shopping mode. 
Those in opposition hold such opin- 


ions as: “Too much carnival atmo- 
sphere,” or “The mall was a novel- 
ty; consumer interest wouldn’t last.” 


Supporters say the test proved 
that people prefer to mingle at ease 
while shopping without worrying 
about autos; and “Consumer traffic 
in stores will remain high.” Ralph 
Mackprang, manager of a depart- 
ment store shoe department, said, 
“Traffic in the store was up enor- 
mously during Shoppers Paradise. 
We favor a permanent mall.” 

Understandably, retailers whose 
establishments are not located on the 
pedestrian mall react much less fa- 
vorably to the idea of a permanent 
change-over. A solid 90 per cent of 
those polled are against it. A ser- 
vice station operator where traffic 
was reduced to one-way flow during 
the experiment reportedly suffered 
a 50 per cent drop in business. 

At any rate no big changes will 


be made soon. Planners are now 
working to improve vehicle traffic 
patterns to make stores more acces- 
sible. A permanent mall is consid- 
ered a possibility five years hence. 
Architect Don Lutes, test committee 
chairman, who sparked the initial 
Shoppers Paradise idea, would like 
to see local merchants incorporate 
and buy up property to attract 
a large crowd-pulling department 
store. He adds that a permanent 
mall would double downtown retail 
volume. 

Backers say consumer response 
has already proven the mall concept 
valid. They add that the man-in- 
the-street is far ahead of the mer- 
chant in his readiness to accept 
change, and the real problem is the 
go-it-alone attitude of many down- 
town retailers. They insist down- 
town must act boldly or accept the 
inevitable deterioration of business. 





Hanover Shoe Pays $1.75 


HANOVER, PA.—L. B. Sheppard, 
president of Hanover Shoes, Inc., 
reported 1957 net income of $1,181,- 
468, equal to $1.75 a share compared 
with $2.06 a share in 1956. 
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Athletic Footwear Division 


BERNED SHOE CO. 207 Essex street, BOSTON 10, MASS. 


\ 
on: “ok OFFICIAL 


LEAGUE 
Baseball Shoes 


Made on regulation spike 
lasts with cowhide 
uppers. Has durable, 
approved, one-piece, 


Seamless 
moulded counter 


@ Elk finish cowhide 
uppers 

e Chrome soles 

e@ Adjustable vamp 


LITTLE 





moulded rubber 
cleated soles. 
Half sizes, 1-9; 
standard widths. 


ELOSED- -BACK 
DAL f 






Series 440 
Sizes 5-8, 9-12 
Brown, White, 
Red, Tan 


QM KIDDIE SANDALS 


the Original Cushion Sole Sandal 
Increase your kiddie sales! Snug, smooth heel fit and 
long wear feature this new addition to SUN-SAN, 
the scientifically-designed sandal line that sells fast be- 
cause kids (and their mothers) want them! Order now! 








$900 
pair 
NET 

F.0.B. Boston od 


Corral the budget buyers,too! 


Ge, 


with Hoy-Way moulded sole. 


Sizes 5-8, 9-12, 12-3. Brown, White, 
Red, Multi, Tu-Tone. 











All styles IN STOCK for immediate delivery, 


HOY: 


2 Oe tee On OE ae 
1128 LOCUST STREET 
LOUIS MISSOURI 
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SELL Scott's COMFORT ARCH! ff 


(e| 








; BIGGER _ 
PROFITS ~ -. 


_— 


FOR YOU * 


ss 


it Sells Itself! 


Ladies’ 4-10 


ORDER TODAY! 








> iy CUSTOMER 
BS. D SATISFACTION | 
tenn \ to. f 


Scott's 3-Way COMFORT ARCH 
SELL THEMSELVES! 


Here's three-way relief for those tired 
walking feet. Provides metatarsal, cu- 
boid and longitudinal support. It's a 
natural profit-maker. Just suggest... 


(Stock No. 301) 


Wide and Narrow 
Your Cost only $2.75 Per Pair 
$376.00 by the Gross) 
Sell Fast at $5.50 Per Pair 


Write for a FREE Full-Line Scott Catalog! 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST. © OMAHA, NEBR. 









Saw 





Men's 6-12 





PROMPT DELIVERY! 





CANCELLATION SHOE STORE OWNERS: 






CAN FOOL YOU 


i i 
eee oe > fle 
Pee. ees 
: = 







CE. 1-4898 


SAMPLE ROOMS: 138 Duane St., N. Y.—Alexandria Hotel, Los Angeles 
"WHILE IN TOWN SEE WEIL" 
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OVERHEAD 





The total sales...NOT the kind 

of sales determines the overhead 
expense or COST 

OF DOING BUSINESS. 







sells large quantities of 

quality branded shoes and meets 
competition nationally. Weil 
offers better values and 

wider selections, which has 
resulted in consistent leadership 
... Satisfied customers... 

for over 25 years. We invite 
inquiries by mail, wire, phone. 

















shoe company 






Iyton Ave., St. Louis 3, Mo. 
CE. 1-3762 






Quality Shoes Since ‘32 








Materials Used in 

the Making of Shoes 
[CONTINUED FROM PAGE 57] 

mass. This is then vulcanized (sul- 

phur and heat added) for resiliency 

and used for insoles. 

Vulcanized rubber—is rubber that 
has been treated by mixing it with 
sulphur and adding high tempera- 
tures. A chemical change occurs re- 
sulting in a rubber product with 
great strength, good wearability and 
resistant to solvents such as gaso- 
line. 

Cord rubber — contains cotton 
cords that run through the rubber. 
They add to wearability. 

Reclaimed rubber—is ground up 
used rubber that is combined with 
crude rubber. May be used for soles. 

Synthetic resin—blend materials 
have been developed by a number of 
the large rubber manufacturers who 
have placed new types of soles and 
insoles on the market. 

Crepe rubber—is crude rubber in 
solid form and is sold in sheets. Gas- 
oline and oil will dissolve crepe. 

Synthetic cellular crepe—has many 
sealed cells and is greatly compressed 
in the manufacture. It wears very 
well. It appears massive and heavy 
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but is very light. 

Thread—nylon, linen, cotton and 
silk are used in the manufacture of 
shoes. Sole leather of welt shoes is 
stitched with linen. It is waxed while 
the stitching takes place. This thread 
wears well and resists the elements. 

Cork—may be used for insoles, 
filler, outsoles, platforms, metatarsal 
pads, inner longitudinal arches. It is 
extremely light in weight, flexible 
and solid. It acts as an insulator 
against heat and cold. It is non- 
squeaking and resists moisture. 

Wood—used in the manufacture of 
heels for women’s shoes. They come 
in a great number of shapes and 
sizes. Shanks may also be made of 
wood. Wooden soles are used chiefly 
in shower clogs and beach shoes. 

Metal—a great deal of metal is 
used in the manufacture of shoes, 
such as for shanks, tacks, staples, 
nails, buckles, etc. and in work shoes 
there are steel toe boxes for protec- 
tion from heavy objects. 

Fiberboard—is made of a mixture 
of sole leather fibers that have been 
ground and mixed with vegetable 
fibers. They are made into sheets and 
then used as counters, toeboxes or 
built up heels. 








Laced Out-of-Doors Boot 
Announced By Acme 
THE ACME Boot Company, 
Clarksville, Tenn., has announced the 
manufacture of a new out-of-doors 
laced boot featuring an ankle-con- 





























forming, one-piece leather back stay, 
non-skid ribbed soles and _ heels, 
and acid and water resistant retan 
leather. 

The new out-of-doors footgear— 
made from a newly designed last— 
is the product of research among 
sportsmen, farmers and other users; 
and among dealers. The boot will re- 
tail at about $13.95 for the unlined, 
and $15.95 for the lined model. 
















Profile: 
W. Milton Volk 


[CONTINUED FROM PAGE 32] 


of the United States. We also want- 
ed to focus the spotlight on W. 
Milton Volk who, since the death of 
his brother, Irvin, a year ago, has 
been president of the P. H. Volk Co., 
wholesalers of play shoes, casuals, 
house slippers and shoe store sup- 
plies. The present company is al- 
most within a stone’s throw of the 
original site (of 1840) where grand- 
father Francis started the business. 

Milton has always had an affinity 
for the shoe business. As soon as 
he graduated from high school, he 
went to work for his father. He 
made fast friendships with the mer- 
chants who came to buy; and very 
often he would straddle a fitting 
stool in their stores to help them 
out during busy sales periods. 

During the past forty years, he 
has seen many changes take place 
in the leather and shoe business... 
high shoes gave way to the low... 
and he has watched the cycle of ex- 
treme pointed toes and odd shaped 
heels go the full way round to re- 
peat itself in present day stiletto 
toe shoes and sharp heels. As he 
says: “Extremes are always a haz- 
ard. There was a time when a buyer 
would look at a line of shoes, buy 
what he liked and sell them over the 
fitting stool. But new concepts of 
buying, merchandising and distri- 
bution have changed all that. Shoe 
buyers nowadays need to be seers 
and geniuses to be successful. 

The P. H. Volk Co. has weathered 
many periods of change because it 
has adhered to the simple precept 
advocated by P. H. Volk: “When 
you are in business, you’ve got to 
get close to the people in it.” The 
company has kept pace with the 
buyers’ demands . . . always striv- 
ing to have the merchandise they 
needed, when they needed it. 

“The wholesaler,” says Milton 
Volk, “performs a dual purpose. He 
is actually the instock department 
for the manufacturer; and for the 
smaller merchant, those sales are 
not big enough to buy direct and 
who must, of necessity, buy in small 
quantities . . . he is a ready re- 
source. Our biggest problem now is 
to help the smaller retailer continue 
to exist.” 

Twelve years ago, Milton’s three 
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sons came into the business. The 
oldest, Milton, Jr., is in charge of 
the sales division; Philip H. takes 
care of the administrative end, and 
G. Donald is on the sales force. In 
the meantime, Milton senior is get- 
ting the business well-established 
for them and has his eye on the near 
future when he can step down and 
let them carry on while he pursues 
his hobbies—horticulture and fish- 
ing. He also hopes to continue to be 
active in the Baltimore Shoe Club, 
comprised of shoe retailers, travel- 
ers and wholesalers. The Volks 
have always taken an active inter- 
est in this club ever since its in- 
ception. Irvin had been most closely 
associated with it. He was treasurer 
of the club at the time of his death 
and Milton Volk has carried on in 
that capacity ever since. 


Review of the 
Retail Trade 


[CONTINUED FROM PAGE 49] 


nothing spectacular, but nothing to 
cry about either. 

What crying there was came from 
retailers in industrial areas where 
layoffs and cutbacks went deep. A 
merchant who sells in the $1.95 to 
$7.95 range said $2.95 was the top 
he could command for ordinary foot- 
wear, and $4 for dress. 

Said another in a like area: 
“There’s no such thing as customer- 
preference right now. They take 
what they can get for the money they 
have.” 

A popular-price outlet in a some- 
what more. stable neighborhood 
turned in a more optimistic report. 
Here, sales were good on early spring 
shoes. Straws were moving ahead of 
schedule. There was brisk trade in 
loafers, hook and eye gum-drop Sara- 
togas, and flat oxfords with thick 
crepe soles and removable kilty flaps. 

In this same neighborhood canvas 
sales picked up for two reasons: New 
gym classes opened as_ schools 
changed curricula. Mothers, a bit 
more price-minded than last year, 
parlayed tennis and basketball shoes 
into everyday wear with the observa- 
tion, “Maybe this’ll hold them ’til 
Easter.” 

Some merchants who run _ the 
gamut from low to luxury prices 
noted a curious phenomenon. Custo- 
mers bought well in the low range 
and pretty well in the higher one. 


But the in-between bracket was weak. 


Baker from Washington 
[CONTINUED FROM PAGE 14] 


amend the Robinson-Patman Act to 
give it a civil antitrust status. 

The Administration is asking 
Congress to tighten up the existing 
federal law relating to concealment 
of assets in bankruptcy cases. 

In identical letters to the Senate 
and the House, the Justice Depart- 
ment asks for a new federal law 
making persons liable to prosecu- 
tion when they dispose of their 
property in contemplation of their 
own bankruptcy. 

The federal laws on bankruptcy 
already provide for prosecution of 
concealing assets in bankruptcy 
cases. But the government, under 
existing law, must prove that the 
assets were concealed after the ap- 
pointment of a trustee or receiver. 
At the same time, another section of 
the law prohibits officers and agents 
of potential bankrupts from conceal- 
ing assets before appointment of a 
trustee or receiver. 

The Justice Department says: 

“It would seem that individuals 
who dispose of their property in con- 
templation of their own bankruptcy 
should be held to the same degree of 
accountability as agents or officers 
of others who are potential bank- 
rupts.” 


Spectro and Crepe 
Combination Heel 


A TWO-TONE leather fiber stacked 
heel with plantation crepe toplift to 
match the currently favored corru- 
gated crepe soles was introduced by 
George E. Jenkins Co., Bridgwater, 
Massachusetts, at the recent Factory 
Management Conference at Cincin- 
nati. 
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Plymouth Appoints Two to Important Posts 


MARK B. ROGERS 


MIDDLEBORO, MASS. — Two 
promotions to important positions 
have been announced by Raymond 
L. Draghetti, vice-president of the 
Plymouth Shoe Company, here. 

Mark B. Rogers, who has been 
acting head of the company’s in- 
stock division since last May, has 
been made sales manager of that 
division. Marshall Weiss has been 
promoted to factory ‘coordinator, 
a new position made necessary by 
the firm’s acquisition of the new 
Leonard & Barrows factory. 

Mr. Rogers has been associated 
with Plymouth since 1951 doing 


MARSHALL WEISS 


both styling and sales work. He has 
spent much of his time working 
with the 15 in-stock salesmen in all 
parts of the country, as well as 
with key volume accounts. He is a 
graduate of the University of 
Massachusetts and during the war 
served with the Navy in both the 
Atlantic and Pacific. 

Mr. Weiss has been with Plymouth 
for 15 years and is well qualified to 
assume his new duties which include 
coordinating sales and manufactur- 
ing of both factory divisions. He 
will continue also to supervise the 
expanded order department. 





Pittsburgh Ordering Brisk 
Despite Drop in Attendance 

PITTSBURGH — Severe winter 
weather caused a 10-per-cent drop 
in attendance at the shoe show 
here. The recession also had an ad- 
verse effect, though many orders 
were placed for immediate delivery, 
and March and April deliveries. 

Retailers felt they must keep 
stocks and sizes at proper levels 
for Easter selling. 

Prints were accorded much im- 
portance in the ordering. They sold 
very well in high and medium heels. 
White celtic and smooth calf with 
dyeable white fabric also sold well. 

As always, spectators, occasioned 
a fair amount of interest. 
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Pointed toes sold strongly in 
smaller as well as the big cities. 
To a large degree, though, pumps 
outsold all other patterns. Attract- 
ing much attention were citrus 
colors—orange, yellow, and salad 
green. 

Lightweight soft men’s shoes 
were ordered for summer wear. 
The greatest interest was shown in 
Italian-style shoes in the $12.95-to- 
$14.95 range. Orders booked in- 
cluded a large segment of men’s 
casuals in various leathers and colors. 
Three-eyelet ties, slip-on laceless 
types, Shuloks, and stitch-and-turn 
shoes advanced broadly in acceptance. 
Black was No. 1 color. 

Little girls will be wearing black 
patent leather for Easter. 


TV Being Widely Used 
By International Shoe Lines 


ST. LOUIS—The media of tele- 
vision has come into the advertising 
picture for two International Shoe 
Company brands, Weather - Bird 
shoes for children and Queen Qual- 
ity Soft Pedals. 

Since February 10, Weather-Bird 
shoes have been seen weekly on the 
Mickey Mouse Club on 99 ABC-TV 
stations. This schedule ends April 
9. The commercials are produced by 
Henry-Hurst-McDonald advertising 
agency, Chicago. The Mickey Mouse 
Club coverage of national TV sets 
is reported at 93 per cent. 

Twenty-four million viewers will 
see International’s Queen Quality 
Soft Pedals featured on a national 
NBC-TV network show, Goodyear 
Theatre, on Monday night, March 
31. Goodyear is the maker of Crown 
Neolite soles used on Queen Quality 
shoes. Best selling styles will be 
displayed at the conclusion of an 
animated cartoon commercial de- 
picting “Mr. Neolite.” 

A Goodyear advertisement featur- 
ing the same Queen Quality shoes is 
scheduled to appear full page in the 
May issue of Mademoiselle magazine. 


New Exhibitors Seen for 
Mountain Travelers Fall Mart 


DENVER — More than 60 firms, 
including several new exhibitors 
from the west coast and for south- 
west, will display their shoe wares 
at the Fall Shoe Market, sponsored 
by the Mountain States Shoe Trav- 
elers Association, June 1 to 4, at 
the Albany Hotel. 

“Since this is our tenth anniver- 
sary, we are planning a program 
which will make this show our 
biggest and best,” said Frank 
Phillips, president. “I want exhibi- 
tors to call committees with sugges- 
tions, criticisms or problems.” 

Keith Johnson is chairman of the 
Buyers’ Guide for the Fall show. 
Other chairmen include: Member- 
ship, Sam Stone; finances, R. E. 
Schuster; ways and means, Tex 
Lindley; rooms and hotel, Ralph 
George; publicity, Leonard Fritz; 
entertainment, Dan Kole; grievance, 
Charles Angel; sick, Mr. Schuster; 
legislative, Paul Preston; special 
events, Don Robinson, and signs, 
Dave Tritt. 









Washington Retailer Wins Contest 




























Samuel Friedman (left) receives congratulations from Wellco's Jack Dellerson 
en winning a new 1958 Cadillac in Welico Shoe Corporation's slogan contest. 


WASHINGTON, D. C.— Samuel 
Friedman still isn’t over his sur- 
prise; a simple rhyme about the 
joys of walking made him the owner 
of a 1958 Cadillac. 

But that’s what happened to the 
owner of the Public Shoe Store at 
3156 Wilson Blvd., Arlington, Va., 
winner of a nationwide contest 
sponsored by the Wellco Shoe Cor- 
poration of Waynesville, N. C. 

Mr. Friedman penned the win- 
ning entry while he and his daught- 
er-in-law were dressing the window 
in their store in a Washington, 
D. C., suburb. It reads, “A Million 
steps—or one or two, Your best 
foot’s forward in a ‘Foamtread’ 
shoe.” 

The award capped a life-long 
career in the shoe business for a 
man who started out at the age of 
14 as a stock boy in a New York 
shoe store. 

Mr. Friedman soon had his own 
establishment in the Bronx. He 
came to the Washington area 
shortly before World War II. With 
foresight, he picked for his store 


a small community which has 
zoomed in population over the 
years. 


But at first the move didn’t seem 
so wise. “The first two weekdays 
Wwe were open we didn’t sell any- 
thing,” Friedman recalled. “Then 
Saturday we took in a total of 
$12.55.” A month later the gross 
on a Saturday reached $200 and 
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the greatly enlarged and 
shop does $150,000 a 


today 
modernized 
year. 

The store is so successful that 
two sons are going into the busi- 
ness. One is Dr. Sholom H. Fried- 
man, a graduate podiatrist who at- 
tended Temple University, Phila- 
delphia, and the other is Joel F. 
Friedman, who has been studying 
business administration at George 
Washington University. 





“Lib” Jones To Buy For 
Kisber’s; D. S. Crane Co. 





JACKSON, TENN — David Crane, man- 
ager of Kisber’s Shoe Circle, has an- 
nounced the addition of "Lib" Jones to 
the staff. Mrs. Jones was formerly with 
The Bootery in Florence, Ala., and for 
the past eight years was with the Bond 
Shoe Company at Jackson, Tenn., as a 
buyer of ladies’ shoes and accessories. 
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Michigan Shoe Caravan, Michigan Shoe 
Travelers Club, Statler Hotel, Detroit 
March 16-18 
Advance Fall Shoe Market Week, New 
England Shoe and Leather Associa- 
tion, Hotels Statler and Touraine, 
Boston ...... .March 30-April 3 
The Guild of Better Shoe Manufacturers’ 
opening of collections of fall styles. 
Showings in individual factory sample 
rooms ... . The week of April 21! 
Shoe Fair, Northwest ‘Shoe Travelers, 
Inc., Hotel St. Paul, St. Paul Minn. 
April 26-29 
St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association. Hotels 
Statler, Lennox, Sheraton-Jefferson and 
Park Plaza, St. Louis ..... April 27-30 
Ohio Shoe Travelers Fall Showing, Ohio 
Shoe Travelers Club, Deshler Hilton 
Hotel, Columbus, O. .. May 4-6 
Shoe Show, Southeastern Shoe Trav- 
elers, Henry Grady, Dinkler Plaza, 
Piedmont, and Peachtree Hotels, At- 
lanta May 4-7 
Fall, Winter Popular Price Shoe Show 
of America, National Association of 


Shoe Chain Stores, Hotels New 
Yorker, Sheraton-McAlpin, and New 
York Trades Show Building May 4-8 


Shoe Show, The Indiana Shoe Travelers’ 
Association, Hotel Severin, Indian- 
apolis May 

Fall Shoe Fair, Southwestern Shoe Trav- 
elers Association, Adolphus, Baker, 
Southland and Statler-Hilton Hotels, 
Dallas, Tex. May I1-14 

Fall Shoe Market, Midwest Shoe Trav- 
elers Association, Hotel Morrison, 
Chicago May 11-15 

Michigan Annual Shoe Fair, Michigan 
Shoe Travelers Club and Michigan 
Shoe Retailers Association, Wolverine 
Hotel, Detroit .May 18-20 

Fall Shoe Show, Shoe 
Travelers Association, Penn 
Sheraton, Pittsburgh .. May 18-20 

Fall Shoe Market Week, West Coast 
Shoe Travelers Association, Hotels 
Alexandria and Biltmore and the 
Haas Building, Los Angeles May 18-21 

Fall Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 

May 18-2! 

Shoe Market, Midwest Shoe Travelers’ 

Association, Hotel Morrison, Chicago 
May 25-28 

Denver Fall Shoe Show, Mountain States 
Shoe Travelers Assn., Albany Hotel, 
Ee en Sees ee) June 1-4 

Annual Shoe Show, Baltimore Shoe Club 
and Associated Shoe Travelers of 
Baltimore, Lord Baltimore Hotel, 
Baltimore July 13-16 


J 


11-13 


Pennsylvania 


Hotel 





More Stocks for Employes 
WASHINGTON, D. C.—General 
Shoe Corporation, Nashville, Tenn., 
filed a registration statement with 
the Securities and Exchange Com- 
mission on February 13, 1958, seek- 
ing registration of 125,000 shares of 
its $1 par common stock, to be of- 
fered to employes pursuant to the 
company’s stock option plan. 
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self-stick 
FELT PADS 


METATARSALS 


LONGITUDINAL 





SEE YOUR JOBBER OR SEND FOR FREE SAMPLES AND COMPLETE CATALOG 


MODERN ORTHOPEDIC APPLIANCE CO., INC. 
584 BROADWAY, NEW YORK 12, N.Y. CA 6-4723 


Two leading profit- 
makers from our com- 
plete line of foot 


comfortizers. 


All wool felt, scientific- 
ally designed and 
graduated for firm 
support and blissfully 
comfortable resiliency. 
One touch and they 


stick in place. 











One of America’s Finest Resources for 


*SAMPLES 
*+JOBLOTS ~ 
* CANCELLATIONS 


Branded Shoes - first quality 4 
from outstanding makers : 


IDEAL FOR 
Cancellation Stores 


Drive Ins 
Bargain Basements 


79-81 READE STREET . 
Cable Address 


NEW YORK 7 N Y 
ALBARISHOE + Phone WOrth 2-5180 











Brisk Buying for Summer at Midwest Travelers Show 


CHICAGO—Second buys for pre- 
Easter and completion of white and 
other summer commitments predomi- 
nated at the February Shoe Show of 
the Midwest Shoe Travelers Febru- 
ary 9-12. The show drew a good 
attendance, despite zero and sub-zero 
temperatures. 

Retailers generally were optimistic 
about spring and bought accordingly. 
Business in this area as been ham- 
pered in recent weeks by severe win- 
ter weather. But there has been an up- 
turn since January 1 which brought 
encouragement. Those who came did 
so to buy, not to look. 

Part of the activity was a siege of 
second buying for pre-Easter deliv- 
ery. This included re-orders on best 
selling patterns, fill-ins in categories 
which are short, and the addition of 
new patterns. 

Following current retail activity, 
patents accounted for most of the 
fill-ins. There were also sizable orders 
for blue and black calf, for browns 
which have been extremely short in 
some stores, and a smattering of 
colors. Red patent was added to help 
spark sales. So were bright colors in 
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the glove-leather flexible type shoes 
with crepe soles. The latter have been 
especially well accepted at the retail 
level. 





T-Strap Strongly Endorsed 
By St. Louis Fashion Board 


Three versions of the T-strap were pic- 
tured in a recent release to fashion edi- 
tors by the Shoe Fashion Board of St. 
Louis. Shoe at top left is from Valley, 
at top right from Barefoot Originals, 
with a Marquise below. All three are 
commended for ease of coordination 
with the sack look in ready-to-wear. 


Financial News 





Shoe Corporation Reports 
Five-Week 9 Per Cent Gain 


COLUMBUS, O.—The Shoe Cor- 
poration of America started off the 
new year with a sales gain over the 
preceding year. 

Officers, however, conceded that 
the gain is due largely to the 34 re- 
tail units that have been added in 
the past year. The firm now has 656 
retail establishments, compared with 
622 a year ago. 

Sales for the first five weeks of 
1958, ended February 1, 1958, to- 
tuled $5,769,636 as compared with 
$5,277,399 for the comparable period 
ended February 2, 1957. 

Beck January Sales Rise 

NEW YORK — The A. S. Beck 
Shoe Corporation reported that sales 
of the A. S. Beck, Adler, Baker and 
Ansonia retail chains for January 
were $3,460,318, a 1.8 per cent in- 
crease over the $3,398,991 netted in 
1957. The number of stores in oper- 
ation is 234, to 216 a year ago. 
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your best way 
to serve 
a big market! 





Eliminate fitting problems . 


steel shanks. Many styles. 
Moderately priced. 


SIZE 
RANGE 
FOR 


AAAA . 6 to 12 

AAA.5 to 13 
. 4% to 13 
A.4 to13 
B .3% to 13 
C.3 to13 
to 13 
to 12 
to 12 
to 11 
to 10 
to 10 
to 10 
to 8 
to 8 
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EEEEE. 
EEEEEE. 
EEEEEEE. 
EEEEEEEE . 
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Fast 24-hour in-stock service... 


Nationally 
Advertised 


D!‘ Scholls 
SHOES 


increase your repeat business! Made over 26 different 
lasts, each designed for a particular type of foot. 
Choicest leathers. Right and left individual 
pre-molded counters. Resilient spring 


















largest size-range in world! 
Some styles 2% to 13; AAAAA to EEEEEEEE 


WRITE FOR CQ@TALOG SHOWING DR. SCHOLL'S MEN’S AND WOMEN'S SHOE 


THE SCHOLL MFG. CO., INC. 


Chicago 10, Illinois, New York 11, N. Y., Los Angeles 58, Calif 








peur 


©) 
WELLCO SHOE CORP., WAYNESVILLE, N. C. 
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Style 2367 
Biack kid biucher. 
Long inside counters. 
12/8’ leather heel 
with %”" rubber top lift. | 
Also in white. 




















number today. 


















43-hour delivery! 


123 different styles for the entire family 


Only HUSKIES guarantee your order in your store 2 days after 
you place it. Because only HUSKIES are warehoused locally in 
19 major cities. Use your nearby HUSKIES distributor as your 
stockroom. Call or write for your nearest distributor’s phone 


The NAME brand of 
popular-priced sports, 
flats, loafers, mocs, 
and children’s shoes. 

















LEkiog. 


47 W. 34 St., New York 1,N.Y —— OX 5-3375 








Obituaries 





Walter E. Reid 


AKRON, O.—Walter E. Reid, 
manufacturers’ representative for 
The Goodyear Tire & Rubber Com- 
pany’s shoe products division, died 
recently in St. Louis, Mo. He was 63. 

A Goodyear employe since 1920, 
Mr. Reid spent his entire company 
career in St. Louis. He joined the 
company in 1920 as sole and heel 
representative and in 1944 he was 
appointed manufacturer’s represen- 
tative for shoe products, a position 
he held at his death. 


Robert Rubin 


BALTIMORE — Robert Rubin, 
who served as shoe buyer for Ep- 
stein’s Department Stores here some 
15 years, died February 7. He was 
in his early 50’s. 

Mr. Rubin was a past-president of 
the Baltimore Shoe Club. Early this 
year he was named vice-chairman of 
the board of governors of that or- 
ganization. 

He was a native of Brooklyn, N. Y. 
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Prior to his Baltimore career he op- 
erated his own retail shoe store in 
New York, was a buyer for Gimbel’s, 
and later a buyer for a shoe chain in 
Washington, D. C. 

Burial was in Brooklyn. 

He is survived by his widow, Rose 
and a son, Arthur, both of Balti- 
more. 


What’s New 








New Fused Plastic Rain 
Boots Now in Production 

WINONA, MINN.— Plastic rain 
boots with a new suede-like lining 
are in production now by Plasti 
Products Corporation, here. 

The boots are manufactured un- 
der a recently-developed process by 
which a flocking of synthetic fibers 
one thirty-second of an inch long is 
fused permanently to the plastic. 

The new lining reportedly makes 
a major advancement by adding to 
the comfort of plastic boots. By ab- 
sorbing humidity as it builds up 
inside the boot, the lining prevents 
the damp, clammy feeling experi- 


enced by the wearer, especially in 
the area where the boot touches leg 
or ankle. The lining also enables the 
wearer’s shoe to slip in easier, com- 
pany spokesmen report, so that pull- 
overs can be lasted more trimly. 





The suede-like lining is being in- 
corporated in boots for children and 
for women, the latter in three heel 
heights, to retail in the $3 bracket. 
Plasti Products Corporation is con- 
tinuing its line of unlined plastic 
boots for men, women and children 
to retail at about $2. Boots are 
available in a variety of styles. 
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Berland Extols Mono-Rail After Year’s Use 





Three types of conveyors work together for efficient handling of shoes in Berland 


Shoe Company's St. Louis warehouse. 


Gravity roller conveyors at right rear 


bring shoes into plant from trucks and railroad cars. Mono-rail is automatically 
discharging a truck of cartons at left. Overhead power conveyor is immediately 
above employees’ heads. 


ST. LOUIS—Utilizing a special 
mono-rail conveyor, millions of pairs 
of shoes have passed _ efficiently 
through Berland Shoe Company’s 
new warehouse operation in the year 
that it has been in use. 

According to I. M. Kay, president, 
the firm’s office and warehouse facili- 
ties located at 4241 Folsom Avenue, 
here, have contributed immeasurably 
to the overall ease of handling and 
shipping. 

Situated on a railroad spur in 
south mid-town St. Louis, the plant 
receives about half of its incoming 
shoes by rail. Wide doors admit car- 
tons from both railroad cars and 
trucks directly onto a gravity roller 
conveyor, which deposits the cartons 
immediately adjacent to the mono- 
rail conveyor. Incoming shipments 
are dispatched effortlessly to the four 
warehouse floors for storage. 

As shoes are needed to fill orders, 
the same mono-rail brings them down 
to the ground or shipping floor. Here 
they are billed, packed for mailing, 
and sent by overhead power conveyor 
to truck exits. 

According to a company spokes- 
man, Berland’s warehouse system of 
combining three types of conveyors, 
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one gravity, one mono-rail, and one 
overhead power, gives the efficiency 
of a single story building. 

The mono-rail conveyor handles 
merchandise by means of 100 racks 
or trucks, automatically picking 
trucks up, then releasing them at any 
point. The special lever which con- 
trols release can be set for any 
desired floor. Handbags and hosiery 
items occupy a section of the ware- 
house’s top floor, with shoes filling 
the rest of the floors. A cafeteria 
serves at cost to 120 employes. 

Berland’s warehouse adjoins the 
firm’s office building, orginally built 
about 1900 as executive offices of 
Liggett and Myers Tobacco Com- 
pany. Berland leased the properties 
in 1957, on a long-term lease. 

The office quarters have been re- 
designed with partially partitioned 
spaces, but still maintain the origi- 
nal air of luxurious spaciousness. 
Three rotundas in the 24-foot-high 
ceiling give added light. Stained 
glass panels decorate the upper walls, 
while lower interior walls are of 
highly polished woods. Extensive 
use is made of marble, brass and 
wrought iron. Soft music plays 
throughout the office area. 











Sport Specialty Shoemakers 
Gearing for Full Production 

ST. LOUIS—Sport Specialty Shoe- 
makers, Inc., at its annual meeting 
of the board of directors, has named 
W. Carl LaRue, Jr., president, suc- 
ceeding Roy Ward, who was elected 
chairman of the board. 

Mr. LaRue, 42, has been asso- 
ciated with the firm for the past 12 
years. He was vice-president in 
1951, and four years later, executive 
vice-president. Roy Ward has been 
president of the company since 1955. 

William Ward, Sport Specialty’s 
vice-president since 1955, has been 
named executive vice-president, the 
position held by Mr. LaRue. 

Completing the staff, Bert Bishop, 
formerly of Deevers Shoe Company, 
St. Louis, joined Sport Specialty in 
December as sales manager. He is 
in charge of the company’s “diPor- 
tos” division, a new line of sports 
footwear for women, misses and chil- 
dren. Sport Specialty formerly con- 
centrated on women’s shoes pri- 
marily. 

The “diPortos” line is designed 
for department stores and other out- 
lets, while Sport Specialty produc- 
tion will continue to be confined to 
volume buyers. 

Mr. LaRue announced several 
changes in supervisory personnel. 
Etric Castleman was appointed gen- 
eral manager of both of the company 
plants, located in Chaffee, Mo. 
Homer Imhoff became _ general 
superintendent of both plants, with 
Ed Castleman assistant superin- 
tendent for Chaffee Unit Number 
One, Simon Huey assistant super- 
intendent for Unit Number Two. 

According to Mr. LaRue, Sport 
Specialty’s Chaffee Unit Number 
Two, completely wiped out by a tor- 
nado late in 1957, has been rebuilt 
and should be in production by the 
middle of March. The new plant is 
two and one-half times the size of 
the demolished structure, with 19,- 
000 square feet of space. 

When completed, the new plant 
will make Littleway boots and 
nurse’s shoes. It will also produce 
women’s and misses’ compo sport 
shoes. Unit Number One will con- 
tinue to make a complete line of 
women’s, misses’ and children’s 
welts. Potential capacity of the 
firm’s combined Chaffee plants will 
approximate 8,000 pairs a day, with 
more than 600 persons employed. 
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DISPLAY FIXTURES 








ea WROUGHT IRON AND 
BRASS SHOE FIXTURES 
WRITE FOR OUR NEW CATALOG 


N-DEE DISPLAY FIXTURES 


C Designers — Manufacturers 


816 N. MILWAUKEE AVENUE, CHICAGO 22, ILL. 
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Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


ud A i | S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ST., N.Y.7 + WO 2-5180 
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but USO serves 
us around the world 
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Charles Sternberg Joins 
Broitman-Gaffin at Rochester 


ROCHESTER, N. Y.—Broitman- 
Gaffin Shoes, Inc. announced that 
Mr. Charles Sternberg has joined 
their staff. He will represent them 
in buying and selling, operating out 
of offices in Rochester. 

A colorful figure in the shoe 
business for the last 50 years, Mr. 


| Sternberg has made many friends 


throughout the country. He has 
specialized in buying and selling of 
surplus and closeouts in the men’s, 
women’s and children’s fields. 

Mr. Sternberg comes to Broitman- 
Gaffin after 27 years as general 
manager of J. Heilbrunn & Son. 


| Prior to that he held an executive 
| position with the United States 


Shoe Corporation of America. 





Terry Joins Boyle-Midway 
As Director of Research 

NEW YORK—Daniel H. Terry 
bas joined Boyle-Midway, division 
of American Home Products Cor- 
poration, as assistant to the direc- 
tor of research, Jack T. Hohnstine, 
according to an announcement by 
Strieder Schraffenberger, president. 

He has a background of intensive 
laboratory, product and production 
experience with E. I. DuPont de 
Nemours and Genera! 
Film Corporation. 

He is now at the Cranford, New 
Jersey, laboratories of Boyle-Mid- 
way, manufacturer and distributor 
of more than 125 household, per- 
sonal and gardening products. 

An officer for several years of 
both the Association of American 
Soap & Glycerine Producers, Inc., 
and the Chemical Specialties Manu- 
facturing Association, Mr. Terry is 
also a member of numerous other 
associations in the field, including 
the American Chemical Society, 
American Association of Textile 
Chemists & Colorists, American Oil 
Chemists’ 
stitute of Chemists. 





O’Hara with Ohio Leather 


BOSTON—James A. O’Hara has 
joined the Boston sales force of the 
Ohio Leather Corporation, as of 
February 1 and will contact both 
men’s and women’s shoe manufac- 
turers in the New England terri- 
tory. 
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BOX HANDLERS 





DO LONG ARM* 
YOU Somah, Gnu, a0 
STILL siarniad 
climb 
LADDERS? ‘ 


Long Arms will reach 
the shoes on high shelves 
ene, easier, safer 

by anyother ] 
saad. Long Arms with 
handles 24", 36", 48" 
and 60", $3.50. With 72" 
handles, $4.50 postpaid in USA. Specify handle 
length ‘desired and if for men's or women's 
teed. Your Jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 











Patented 








SHOE CLEANER 








Brand New! COED 


AEROSOL SPRAY 


BUCK, BAMBOO and OTHER 
SUEDE TYPE SHOE 
La 


¢ SUGGESTED 
RETAIL PRICE 


First push-button spray cleaner for 
any color Corkette or similar leathers 
except white 

Sells for $9.48 Doz. 

Costs $5.10 Doz. 


~ PROFIT $4.38 DOZ. 
FREIGHT PREPAID ON ALL ORDERS 
Minimum | Doz. 


MAIL THIS ORDER FORM TO 


VANGARD CHEMICAL CORP. 
102 Vangard Bidg., 2550 W. Sullivan Ave. 
St. Louis 7, Mo. 
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Ford Re-elected by Vinyl Fabrics Institute 


The newly-elected executive committee of the Vinyl Fabrics Institute are, seated, 

left to right, Paul Howard, Fred L. Ford and C. Gordon Jelliffe. Standing are 

V. W. McDaniel, M. N. Nickowitz, John C. Siegmann, J. D. Lippmann and W. J. 
Mulvey. Also elected, but not shown in the photo, was S. Ernest Kulp. 


NEW YORK—Fred L. Ford, vice- 
president of Athol Manufacturing 
Company, Athol, Mass., was re- 
elected president of the Vinyl Fab- 
rics Institute at the annual meeting 
held at the Hotel Biltmore here, 
Paul F. Johnson, executive secre- 
tary, announced. 

Also re-elected were C. Gordon 
Jelliffe of Columbus Coated Fabrics 
Corporation, Columbus, O., first vice- 
president and Paul Howard of Wey- 
mouth Art Leather Company, South 
Braintree, Mass., second vice-presi- 
dent. Mr. Johnson continues as ex- 
ecutive secretary. 

The Vinyl Fabrics Institute is 
composed of 17 companies manufac- 
turing vinyl coated fabrics and un- 
supported vinyl sheeting for such 
markets as footwear and luggage, 
wallcoverings and the like. 

Re-elected to the executive com- 
mittee were M. N. Nickowitz of E. I. 
du Pont de Nemours & Company, 
Inc., Wilmington, Del.; J. D. Lipp- 
mann of Textileather division of 
General Tire & Rubber Company, 
Toledo, O.; W. J. Mulvey of United 
States Rubber Company, Misha- 
waka, Ind.; and S. Ernest Kulp of 
Masland Duraleather Company, 
Philadelphia. New members are V. 
W. McDaniel of Cotan Division of 
Interchemical Corporation, Newark, 
N. J.; and John C. Siegmann, The 
Landers Corporation, Toledo. 


Other companies belonging to the 
Vinyl Fabrics Institute are Ameri- 
can Finishing Company, Memphis, 
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Tenn.; Bolta Products, Lawrence, 
Mass.; L. E. Carpenter & Company, 
Wharton, N. J.; Federal Industries 
division of Textron, Inc., Belleville, 
N. J.; Firestone Plastics Company, 
Pottstown, Pa.; General Tire & 
Rubber Company, Jeanette, Pa.; 
Goodall- Sanford, Inc., Reading, 
Mass.; B. F. Goodrich Company, 
Marietta, O.; Jamestown Finishes, 
Inc., Jamestown, N. Y.; Joanna 
Western Mills Company, Chicago, 
and Respro, Inc., Cranston, R. I. 


Wright-Batchelder Sells 
Welting Business to Okonite 


BOSTON—Ofificials of the Wright- 
Batchelder Corporation announced 
the sale of the company’s business to 
The Okonite Company of Passaic, 
N. J. Since 1940, the corporation has 
been engaged in the development and 
distribution of Dryseal Vinyl Welt- 
ing manufactured by Okonite. With 
its acquisition of Wright-Batchelder, 
Okonite will not only continue to 
manufacture this popular welting, 
but will also be responsible for its 
sale and promotion. 

Officials of both companies empha- 
sized that this consolidation of manu- 
facturing, research, sales and service 
will provide better service to the shoe 
manufacturing industry. 

Wright-Batchelder was organized 
in 1940 and then joined with Okonite 
in pioneering the development of this 
welting which has become a standard 
in the shoe industry. 

















BOWLING SHOES 
BROOKS BOWLING SHOES 


IN STOCK e¢ FINEST QUALITY 
Men’s Black — Sizes 5 to 13 
Men's Smoked 
Ladies’ Smoked—Sizes 4 to 10 
Ladies’ Red 


2% 10 Net 30 
F.0.B. Factory 





3210 CHERRY ST 
PHILA. PA. 


BROOKS SHOE MFG. CO. 








SHOE CLEANER 


BIGGEST 1958 
NEW ITEM! 


FOR PATENT SHOES 
and HANDBAGS 


... also ideal for all color 
plastic shoes and bags 


PATENT 
CLEANER |." 
o0¢...., as 


MAIL COUPON 


tor your full-size 


FREE PACKAGE 


10 COLORS 
and PATENT CLEANER 





CUSTOM 


FINISH 


° i 

RUB RESISTANT ; 
bd | 

{ 


VANGARD CHEMICAL CORP. 
102 Vangard Bidg. 
2550 W. Sullivan, St. Louis 7, Mo. 


SEND FREE SAMPLE, COED PATENT 





Hood-Goodrich National Sales Manager 


ROBERT J. SEAWELL 


WATERTOWN, MASS. — Robert 
J. Seawell has been appointed man- 
ager of National Account Sales, Mid- 
West division, it was announced by 
J.C. MacKinnon, general sales man- 
ager of Hood Rubber Company and 
B. F. Goodrich Footwear Company, 
divisions of The B. F. Goodrich 
Company, here. He will cover the 
entire Midwest territory. 

For the past 10 years, Mr. Sea- 
well has been district manager for 
Hood Rubber Company, St. Louis 
branch. In 1927 he joined Hood as 
a stock boy in Charlotte, N. C. He 
progressed to shipping clerk and 
then was finally placed in charge 
of all shipping there. In 1930 he 
was transferred to the Baltimore 
branch and worked up to branch 
manager of Baltimore and Atlanta 


WILLIAM T. BRETTELLE 


branches. From 1939 to 1947 he 
served as salesman covering South 
Carolina, then was appointed dis- 
trict manager for the St. Louis 
branch until his recent appoint- 
ment. 

William T. Brettelle has been ap- 
pointed district sales manager for 
Hood Rubber Company, St. Louis 
branch, to succeed Mr. Seawell. 


Kinney January Sales Climb 

NEW YORK—G. R. Kinney Cor- 
poration’s net retail sales in Janu- 
ary, 1958, totaled $3,233,000, a 33.9 
per cent increase over the January, 
1957, figure of $2,414,000. 

The company reported 410 stores 
in operation at the end of January, 
which compares with 362 for the 
corresponding month of 1957. 


Half of New Plant Production 
To Be in Vulcanized Boots 


FLOWERY BRANCH, GA.—The 
Georgia Shoe Manufacturing Com- 
pany is opening a new factory in 
Baxter, Tenn., half of the production 
facilities of which will be used for 
the manufacture of “Process 82” 
vulcanized boots and shoes. 

Sam L. Perling, president and gen- 
eral manager of Georgia Shoe, who 
made the announcement, said about 
1,200 pairs of vulcanized, and 1,200 
pairs of conventional boots will be 
produced at the new plant. About 150 
persons will be employed there. 

Clyde Dabbs, plant manager of the 
Starfit Shoe Company, of Cookeville, 
Tenn., owned by Georgia Shoe, will 
manage the Baxter plant. 

The Georgia Shoe Manufacturing 
Company, in addition to its plants at 
Flowery Branch, Ga., and Cookeville 
and Baxter, Tenn., also operates a 
factory at Buford, Ga. 


Irving Tanning Sets Up 
Electronic ‘Brain’ Department 


BOSTON — Stanley Kenger has 
joined the Irving Tanning Company 
and will serve as manager of the 
new electronic data processing de- 
partment. 

The new IBM equipment will be 
used chiefly for sales department 
information, though the department 
will eventually play a prominent role 
in the accounting and production 
departments as well. 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 


Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising 
is payable in advance 








Chestnut & 56th Sts. 
Philadelphia 39, Pa. 
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ORDER BLANK 
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SALESMEN WANTED 


SALESMEN WANTED | SALESMEN WANTED 











KANSAS SALESMAN WANTED 


Complete Branded Line of Wo- 
men's Novelties in-stock and 
make-up service; excellent oppor- 
tunity for hard worker. Submit 
complete sales background. Re- 
plies held confidential. 


FRED BERNATZ, SALES MANAGER 
TOBER SAIFER SHOE MFG. CO. 
1204 Washington Ave., St. Louis, Mo. 














SALESMEN WANTED 


To cover already well-established territory of 
Upper New York State, General Line of Men's, 
Boys', and Children's Shoes in Popular- 
Priced Field. Long extensive following of 
established satisfied customers. Drawing ac- 
count to well-qualified man. Must have back- 
ground and proper experience in calling on 
the retail trade. 
SAMUEL BRILLIANT CO. 
86 Lincoln St., Boston II, Mass. 








3 POPULAR PRICED IN-STOCK LINES 


1. “"THOMAS"—dress welts $5.95-$9.95. 
2. “WEBSTER"—dress mckay, stitchdown, pre-welt—$3.95-$5.95 
3. "BULWARK"'—work shoes—all constructions $3.95-$4.95 


one line of 4 bags to each salesman 
each territory 


Areas open: Ariz., Ark., Cal., Colo., Idaho, lowa, 
Kan., Mo., Mont., Neb., Nev., N. Mex., 
N. Dak., Okla., Ore., S. Dak., Utah, Wyo. 


WRITE DIRECTLY WITH FULL RESUME TO 
BRILLIANT BROS. CO., 190 LINCOLN ST., BOSTON 
"Service is our most important product” 
Established salesmen only need reply. 


Reply to Box 162, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 














Experienced Shoe Travelers 


Rapidly growing branded juvenile line 
will have a number of territories avail- 
abie May |. All in’ stock: Infants, 
Childs, Misses, $4.00, $5.00 and $6.00 
retailers with top mark-ups in the indus- 
try. No objection to companion line. 
Write in confidence giving full informa- 
tion, territory covered, experience, line 
now handled. 


Sherman Bros. Shoe Mfg. Corp. 
230 Jackson Street 
Lowell, Massachusetts 


EXPANDING SALES ORGANIZATION 


Opening for experienced men by Manufacturer of 
Women's Popular Priced Shoes. Entire Line backed 
by efficient in-stock service. Replies kept in strict con- 


fidence. 


Reply to Box 159, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 




















SALESMEN 
wanted coast-to-coast 


Liberal commissions to carry all or any part 
of one of the country's leading ‘tots to teens" 
lines of juvenile footwear, featuring Chap- 
man's brand. All territories open excluding 

-Y., N.J., Pa., Del., Md., Va., Fla., Wash., 
D.C. and Georgia. 


HILL SHOE COMPANY, 70 WN. 4th St., Phila. 6, Pa. 











ESTABLISHED TERRITORY 


with Excellent Future Development. La., 
Ala., Miss., Ga., Complete Line of 
Feature Shoes. Drawing account, Liberal 
commission. Write: 


BILL GALLAHER, S. M. 


SALESMEN’S OPPORTUNITY 


Leading Manufacturer of Popular Price Cowboy Boots, Well- 
ington Boots, Engineer Boots for the entire family, has territories 
open in the following States: North Dakota, South Dakota, 
Nebraska and lowa, Alabama, Mississippi, North Carolina, 
South Carolina, Georgia and Florida. Submit resume of per- 
sonal history and sales background. Replies kept confidential. 


Reply to Box 126, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Pa. 














Forest and Westover, Oconomowoc, Wisc. 











WANTED: SALESMEN TO HANDLE 
TOP DRAWER LINE of fast selling Men’s 
Dress Shoes in Popular Priced field. Must live 
in the territory. rawing account to men of 
proven background. State experience. Terri- 
tories Open: Virginia, Tennessee, Kentucky, 
Ohio and Indiana. Reply to Box 155, Boor 
AND SHOE ReEcorperR, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 
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AN OPPORTUNITY TO EARN EXTRA MONEY 


Top Quality Manufacturer of Rubber Footwear, Tennis and Fabric Casuals has 
territories available in Arizona and New Mexico to men calling on well rated retail 
stores. Compensation on commission basis. Non-conflicting sideline may be carried. 
Submit complete resume. All replies confidential. 


Reply to Box 160, BOOT and SHOE RECORDER, Chestnut & Séth Sts., Philadelphia 39, Pa. 


























SALESMEN WANTED 


HELP WANTED 





WANTED TO PURCHASE 





FULL OR SIDELINE MEN: 
Kentucky, Ohio, Western Pennsylvania, 
ern Michigan; Maine, Vermont, New Hamp- 
shire; Washington, Oregon; Missouri, Kansas, 
Oklahoma, Arkansas; California. Men's dress, 
work, casual shoes, Popularly priced, in-stock. 
BRILLIANT BROTHERS CO., 190 Lincoln, 
Boston 11, Mass. 


Territories— 
West- 


NEED SALESMEN: TO SELL MEDIUM 
PRICED MEN’S DRESS SHOES. Drawing 
account to experienced men who can produce 
and have established following in these terri- 
tories: Michigan, Illinois, Texas, Oklahema, 
and Minnesota. Reply to Box 156, Boot anpD 
SHoe Recorper, Chestnut & 56th Sts., Phila- 
delphia 39, Penna. 





SIDELINE SALESMAN WTD. 








UNUSUAL PLASTIC CLOGS FOR 
MEN, WOMEN AND CHILDREN 


Now is the time to cash in for the coming 
season. Most territories open. Liberal com- 
missions. Address: B. H. Nudelman, 


NU-DELL Plastics Corporation, 
2250 N. Pulaski Road, Chicago 39, Illinois 











SIDELINE SALESMEN WANTED. Ex 
cellent Opportunity for man carrying one or 
two other ieee to connect with a Volume Man- 
ufacturer of Children’s Shoes with large In-stock 
Department. We have nation-wide coverage, 


however, several active territories available in- 
cluding Texas, Florida, Georgia and several 
others Volume manufacturing operation ef 
popular priced children’s shoes. Contact at 


once. Box 154, Boor anp SnHoe ReEcorper, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 


SIDELINE SALESMAN WANTED | to 
carry complete Line of Popular Priced Women’s 
Turn Kid Comfort Shoes and Slippers; alse 
full Line of Men’s and Women’s Felt Slippers, 
both Turn and Cement Process Territory open 
in South and on West Coast. Reply to Box 151, 
Boor anp Snore Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





THE NEW TM-FOOT MASSAGER, now 
available to salesmen who desire profitable side 
line, Highly recommended by leading Chirop- 
odists for foot relief and treatment. All terri- 
tories now open. Nrite for full details to: 
THE TOOTHMASTER COMPANY, 305 


Hamilton Street, Racine, Wisconsin. 


SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 


Manufacturer offers highest commission. Reply 
to Box 556, Boor ann SHoE RecorpeER, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 





BUSINESS OPPORTUNITY 





ATTENTION, CANCELLATION STORES 

OUTLET STORES. We invite you to visit 
our Sample Room and Warehouse. We carry 
a large stock of Men’s, Women’s and Chil 
dren’s Jebs, cancellations and Factory damaged 
shoes. MID-SOUTH SHOE CO., 114 2nd Ave- 
nue, North, Nashville, Tennessee. 


STORE AVAILABLE JUNE 1, 1958, Pres- 
ently cccupied by successful Juvenile Shoe Re 


tailer. Ideal Location on North Green Bay 
Avenue. Write or Phone: Albert Heller, 759 
North Milwaukee Street, Milwaukee 2, Wisc. 


BRoadway 6-6326. 


HAVE OUTLET FOR SHOES, 
consignment. Variety Stores. M. Q 
P. O. Box 202, Little Rock, Arkansas. 


HOSE, on 
UINN, 
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Newly Established Position As 
Supervisor of Shoe Operations 


For small but Progressive and Profitable 
Mid-West Shoe Chain, over 50 years in busi- 
ness. Experience required in Chain Store 
Operation as District Supervisor or Man- 
ager of large store. Must possess ability in 
sales promotion and in sales training. Sal- 
ary open. Real opportunity for ambitious 
person to share in growth of this company. 


Reply to Box 150, BOOT & SHOE RECORDER 
Chestnut & S6th Streets, Philadelphia 39, Pa. 











MANAGERS and 
ASSISTANTS 


Progressive National Shoe Chain has 
immediate openings for qualified Mana- 
gers and Assistants. 

Unlimited opportunities for ambitious 
men. Excellent Salary — Benefits — 
Bonus. 

Write giving full particulars as to ex- 
perience. 








Reply to on 140, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 








FOREMAN TO RUN SHOE PATTERN 
SHOP IN MIDDLE WEST. Must be experi- 


enced on marking up work and all other opera- 








tions. State experience, salary. Replies kept 
confidential. Reply to Box 137, Boot anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 

FAMILY SHOE STORE, 100% NORTH 
PHILADELPHIA, PA., location. Volume 
over $100,000. Popular Brands. Reply to Box 


110, Boor anp SHoer Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 


MEDIUM PRICE FAMILY SHOE STORE 
in large shopping center near Los Angeles. 
Volume over $100,000 per year. Approximate 
cost $35,000, including fixtures and inventory. 
Reply ta Box 158, Boor anp SHOE RECORDER, 
Chestnut & 56th Sts., Philadelphia 39, Penna. 


FURNITURE AND FIXTURES FOR 
SALE: Modern Blond Cases, Chairs, Shelving, 
etc. Good condition, available after September 
ist. P. O. BOX 809, Tallahassee, Florida. 

















M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 











MORRIS BAYROFF 


formerly with M & R Shoe Co. 
IS NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 











TOP DOLLAR! 


FOR YOUR ones AND ENDS, CLOSEOUTS 
R COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 

132 No. 4th St. Phila. 6, Pa. 

Phone: WA. 5-9533—WA 5-927 

















CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 











WANTED: MEN’S, LADIES’ AND CHIL- 
DREN’S READY-TO-WEAR STORE WITH 
SHOE DEPARTMENT; or Men's, Ladies’ and 
Children’s Shoe Store. Must be located in Florida 


or North Carolina. Willing to settle in small 
tewn. Reply to Box 152, Boor ann SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 





POSITION WANTED 





FOR SALE: ADRIAN X-RAY: AUTO- 
MATIC CONTROL; _ excellent condition. 
SHOWALTER’S SHOES, 11th and Walnut, 
Kansas City 6, Mo. 





LINE WANTED 





LINE WANTED, 
or Casuals; Chicago 
Over twenty years’ 
Address: Box No 
SuHoe Recorver, 360 
Chicago 1, Ill. 


MANUFACTURER’S 
Men’s, Ladies’, Children’s, 
district. Can be sideline. 
experience. Good following. 
153, care of Boot aNpb 
North Michigan Avenue, 





AGENCY OFFERING 





MOULDED SHOE MANUFACTURER of- 
fering Agencies. One in a locality. All terri- 
tories available. Will teach casting. Further 
details write: Reply to Box 157, Boot Anp 
SHoe Recorper, Chestnut & 56th Streets, 


Philadelphia 39, Penna. 








SHOE BUYER, MERCHANDISER, 
WANTS POSITION. 25 years’ Department 








Store. Former affiliation: quit business. 
Proven record, sales, turnover, profits. Good 
character; knows markets. H. C. BENTSON, 
609 Spear, Duluth, Minnesota. 

FOR RENT: 372 Sq. Ft. office or sample 


room space. New Building and desirable loca- 
tion between New Haven and Bridgeport, Conn. 
Inquire: 84 BROAD ST., MILFORD, CONN. 
Phone: TRinity 4-7395. 





PARTNER WANTED 





WANTED AS PARTNER 
Established 22 years 


YOUNG MAN 
in Family Shee Store. 
in Manhattan, New York City. Reply to Box 
161, Boor anp Snore Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 
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WANTED TO PURCHASE | WANTED TO PURCHASE WANTED TO PURCHASE 














“Uncle Sam” | 
will soon prove 


Sputnik and Muttnik for 
ea old numbers ; SURPLUS SHOES Any quantity. . any time. Weil 
” CANCELLATIONS buys for cash... quality shoes. 


complete stores, closeouts or 
COMPLETE STORES surplus from manufacturer or 
Write or wire for fast ac- retailer. For quick actionwrite, 
tion . . . quality men’s, wire or phone immediately 
women’s and children’s shoes. 

M. K. Weil Shoe Co. 


- Fine Footweart0h OVER 43 YEARS 1215 Washington Avenue 


St. Louis 3, Mo. 
o acace st, sew vemss MOSINGER-CO a. 
1235 W Lou 


tal be CE. 1-4898 CE. 1-3762 
Quality Shoes Since '32 
formerly with $. CAMITTA & SONS a “While in Town See Weil” 











ashington, St. le 




















B. & R. PAYS THE LIMIT 


WE BUY _ CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
iil a il LEASES ASSUMED S$ ° surplus 
colic YOUR NAME PROTECTED Hf eo 
B. &R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 + complete stores 


BROITMAN- 
GAFFIN SHOES 


VMAX ARS BUYS for CASHZZVVWWZv no beaten OF, 18, V6 
Quick decision on your offers of discontinued and 

B A g | S surplus men's, esse and children's shoes. . 
THE NATION’S FINEST Also complete stores considered nee eee ee 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


19-81 Reade St. = New York 7, N.Y. + Tek: WOrth 2.5190 3 COMPLETE STORES ‘ 


MEEEEEEEEME@EEEEEEEEE@E@E@q@ECTVEEXXEEELXXELEEEEEEEEEEEEEEE i i 
WANTED 
i 


TOPPS PAYS THE TOPS |} os scm 


WE ARE RETAILERS 
ARRONSON BROS. & BAYROFF 


We buy Men's, Women's, Children's Shoes Sao ate Go aaleee 
Complete Stores FOR OPERATION eo 


TOPPS SHOE STORE 


Union City, N. J. ase ai ha UNion 3-6413 WE BUY 


Phone or Wire Collect 
Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 
WE PAY MORE f WE ARE RETAILERS ; 
ecause Write or Phone 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES WAlnut 5-2062 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
CAMITTA SHOE CO. 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |., N. Y. p 
Max L. Meltzer, Pres. Ivanhoe 1-9830 120 No. 4th St. Phila. 6, Pa. 























rated . . . experienced retailers F 
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MOCCASINS-150 Kinds-MOCCASINS 


U ODDY 
© Moccasins 
WORLD'S LARGEST OPEN STOCK 


Colorful and comfortable indoor and 
outdoor styles for every member of the 
family for every season of the year. 





EXTRA PROFIT 
SELL THE NEW 


™ 


FOOT MASSAGER! 


@ Soothes—Relaxes 


@ Renews blood circulation in tired foot muscles 
@ Relieves pain due to fallen arches 
@ An aid to the many chronic foot sufferers 


RETAIL 


A PROVEN PRODUCT THAT WILL ADD DOLLARS 
AND MAKE LASTING CUSTOMERS. 


Send for illustrated price list 








WRITE FOR COMPLETE INFORMATION 


THE TOOTHMASTER CoO. 


RACINE, 


WISCONSIN 





@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


*trade mark 


INC. 


BARRETT & COMPANY, 
| NEWARK, NEW JERSEY 





More Than Half of U. S. Shoe 
Orders Go to New England 


BOSTON — Total military shoe 
procurement for the calendar year 
1957, including all leather footwear 
items, amounted to 5,118,782 pairs, 
an increase of 5.3 per cent over 
1956, according to a survey pre- 
pared by the New England Shoe 
and Leather Association. 2,871,338 
pairs, or 56.1 per cent were awarded 
to New England manufacturers. 

The 1957 New England total was 
11.6 per cent higher than the num- 
ber of pairs awarded in 1956. 


78 





Bureau of Standards Tests 
‘Crackiness’ of Leathers 


WASHINGTON, D. C.—In con- 
nection with basic studies at the 
National Bureau of Standards on 
the properties of materials, a ma- 
chine has been developed to evalu- 
ate the strength, stretch, and 
“crackiness” of leathers. Designed 
by T. J. Carter of the leather labo- 
ratory, the device delivers repeated 
thrusts to both sides of a specimen 
until failure. From the data on 
grain cracking and elongation ob- 
tained during the breaking-down 
process, the physical properties of 
the material can be determined. 
The machine is expected to be of 
value in developing better leathers 
for shoe uppers. 

The strength of leather had usu- 
ally been measured in only one di- 
rection, either parallel or perpen- 
dicular to the backbone of the hide. 
As most leather is used for shoes, a 
method has been needed to measure 
its strength, stretch, and tendency 
to crack, independent of direction. 
The present equipment provides 
such a method; thus it affords a 
valuable tool for comparing various 
tannages and leather lubricants, 
and is useful as a means of detect- 
ing deterioration caused by various 
kinds of exposure. 

Two hemispherical-tipped plung- 
ers attached to reciprocal shafts are 
supported horizontally in the same 
axial plane. The leather specimen 
is held in an upright position be- 
tween the plungers by serrated steel 
plates provided with central aper- 
tures. Identical cams driven in 
opposite directions of rotation by 
an electric motor alternately activ- 
ate the plungers. Force is applied to 
the specimen by 27-pound weights 








MERCHANTS’ NEEDS 








—here's how to get 


More Business! 


HE Vincent Edwards Idea Clipping 

Service has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what’s 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 
World's Largest Advertising Service 
Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 














Tanned and lubricated leathers 
were exposed both to outdoor and 
to simulated tropical aging before 
testing in the impact machine. 
Chrome-syntan leather and fat- 
liquored straight chrome - tanned 
leather were found to be the least 
susceptible to deterioration under 
outdoor exposure. However, after 
tropical exposure, these types show- 
ed the highest percentage loss in 
resistance to impacting. 

In determining the effects of dif- 
ferent amounts of lubricant on im- 
pact resistance, it was found that 
each increment of lubricant im- 
proved the strength of the leather 
up to a maximum point. 
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STAY AT THE 


QHERATON- 


MSAcpin 


MAGIC LOCATION! We're right 
in the middle of the shoe market, 
close to wholesale sources, New 
York’s fashion center. Steps from 
Empire State Building, subway, bus 
and air terminals, Lincoln Tunnel. 


Theatres, night clubseasily accessible! 


COMPLETELY MODERNIZED, 
remodeled, redecorated. All rooms 
have new RCA 21” TV, full-range 
radio; many air-conditioned. Minute 
Chef and Town Room for a snack or 
hearty meal. Cafe Lounge for smart 
entertainment. Unique new Gate of 
Cleve features authentic Holland 
dishes, German food . . . every 
imported Netherlands and German 


beer. 


N. Y. HEADQUARTERS 
FOR THE SHOE INDUSTRY 


HERATON - 


MSAcein 


HOTEL 
Tre Lent: of the Penne Ze, 


BROADWAY AT 34TH STREET 
Kurt A. Smith, General Manager 





It’s the right combination. Strength where you need it. Economy where you can 
safely save money. 


Inseam stitches can be set tightly in the tough duck inner flange. The outer flange 
of fused fibrous material is securely bonded to the feather portion of the insole. It 
provides firmness to the rib to match the pulls of tight side lasting and inseaming. 


There is no loose unanchored core in the upstanding part of 
PLIRIB. You can get a low tight seam without danger 

of sewing in an air pocket under a core. Inseam 

stitches are set in solid rib material. 


You can depend upon the uniformity of 
PLIRIB too. All cements are made under 
strictest quality control methods 

to assure continued satisfaction. 


FABRIC 


FIBRE 


It costs you nothing to find out how 
PLIRIB saves you money and im- 
proves quality. Call us today. 


PRODUCT OF B. B. CHEMICAL CO. 


Dicwribvtee by GOBER ER Shoe Machinery Corporation 


Boston, Massachusetts 
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Gul Out” 
.FOR FUN 


IN LAWRENCE 


DEVON CALF 


An open Penaljo sandal by Penn 
Hamilton, its wedgy heel and adjust- 
able backstrap designed for easy 
comfort. And Lawrence Devon Calf 

contributes the smooth softness of 
fine leather. 





Here, also, Lawrence Devon Calf is 

at its versatile best— lustrous black 

for heel and bowed vamp, pale white 

for thongs and piping. Lawrence 
Devon Calf always responds admira- 
bly to deft shoe craftsmanship — adds 
sales appeal to any shoe. A. C. 
Lawrence Leather Co., A Division of 
Swift & Company (inc.), Peabody, Mass. 


ron 


CALF SKIS 


THE BETTER FART OF BETTER SHCEe 





é OUTHS 81-12-38 
BOYS 1-6 
3IG BOYS 6%-11 


v.. 


The Boys’ Shoe Business Is: Booming 
and These 3 Lines 


Are Getting The Cal | acl 
A merica’s amazing rise in population is concen- 
trated in the 5-17 year age group which wears 
Youths’ and Boys’ shoes. Experts say this concen- 


tration will be even greater in the next 5 years. 
Gerberich dealers are capitalizing on this spectac- 
ular growth because they have the strongest Style 
program and the broadest size schedule in Boys’ 
shoe field. 

The demand for better shoes and Gerberich’s 
national reputation for Quality round out their 
successful formula. 











...In Stock To Gerberich Dealers 
GERBERICH-PAYNE SHOE COMPANY Tie Finest Name In Boys’ Shoes 
MOUNT JOY PENNSYLVANIA 
ee York, Marbridge Bldg., Room 417 Los Angeles, Alexandria Hotel, Room 805 Philadelphia, 12 S. 12th St., Room 914 In Canada, J. Leckie & Co., Ltd. 





